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42,000 


new readers in 
six months 


In June of this year the print order 
for IDEAL HOME Magazine was 
143,000, the print order today is 
185,000. The reason for these 
astonishing figures is not far to seek. 
The removal of restrictions on 
building has released a pent up 
desire to begin home building anew 
or for the first time; and 

IDEAL HOME Magazine provides the 
practical guidance and information 
which people everywhere are seeking. 
IDEAL HOME Magazine in 1954 will 
be better than ever, the demand will 
be even greater... and the 
possibilities for you, the advertiser, 


infinitely more exciting. 


ip 
eee, IDEAL HOME 
ny ~. at MAGAZINE 


Ss OE 
Reproduced from the cover of the January IDEAL HOME magazine 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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The lyric age of 


advertising 


Sir,-How delightful to read 
i the urbanities of Haslam 

ills—and how nostalgic of the 
Age of Innocence before adver- 
tising became “organised” and 
the copywriter a sit-down sales- 
man. 

But let not the youthful copy- 
writer of to-day—especially he 
or she who aspires to “write 
perfectly of beautiful happen- 
ings” — suppose that Haslam 
Mills was a unique phenomenon; 
rather was he the doyen of a few 
literary craftsmen (others were 
Marchant Smith, Stuart Menzies, 
Gilbert Russell, F. Dowling, 
etc.) who created for a_ time 
what might be called “The 
Lyrical Era” of British adver- 
tising. 

Nor was the passing of this 
period occasioned by a dearth of 
noble penmen, but by the trade 
slump of 1931 when advertising 
had to forsake fine writing for 
aggressive selling. One fears 
that to-day, any copywriter who 
came up with polished prose- 

vems in the manner of Haslam 

ills, would be told he had not 
been engaged as an essayist or 
writer of belles lettres. 
BARRINGTON BREE. 
114 Wigmore Street, 
London, W.1. 


The value of study 


for examinations 


Sir,—-I was amazed to read 
the letter from R. B. Tee 
(December 17) in which he states 
that the Advertising Association 
examination has no practical 
value, 

Of course the examination is 
of no practical value; it’s not 
meant to be. No one has ever 
suggested that a person who has 
passed this examination will be a 
whit better space buyer or copy- 
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To The Editor... 


writer. But the justification of 
the course of study is that ut 
gives a good theoretical under- 
standing of subjects such as 
economics and psychology which 
are the raisons d'étre a adver- 
They are subjects which 
no advertising man can afford to 
ignore and which experience is 
hardly likely to teach him. 

The person who is successful 
in examinations will always have 
roof of a keen interest and wide 
nowledge of advertising. This, 
of course, is not sufficient. 
Personality and general know- 
ledge are equally important. But 
to state, as your correspondent 
does, that a man is merely 
wasting his time by studying the 
many theoretical facets of his 
profession, is a most damaging 
and unworthy suggestion. 

J. L. Buttock. 

14 Greystone Gardens, 
Kenton, Middx. 


Knocking copy? 

Sir,--“Plain Nonsense” would 
have been a more suitable title 
for the B.B.C. Saturday night 
theatre than “Plain Murder,” 
with its advertising agency back- 
ground. 

Admittedly the period was sup 
posed to be 1933, but even in 
those days agencies did not 
maintain travellers on their staffs. 
One such character was ad- 
monished because he had not 
secured a “really worth-while 
appropriation of £200°(!) 

But what were the reactions 
of the listening public to the 
phrase used by one of the agency 
staff in the play, describing a 
campaign being prepared as 
“more ads. in bad taste and bad 
grammar” with a comment to the 
effect that it was all good for 
their business? 

Who gets the dubious credit 
for this effort, C. S. Forester, or 
Preston Lockwood, who drama- 
tised his novel? 

Huperr E. CHANrt. 
54 Gates Green Road, 
West Wickham. 


Amicable ads 
Sir,—It’s nice to find an in- 
creasing desire on the part of 
advertisers to make friends as 
well as influence people. No 
fewer than three well-known 
products are being advertised 
thus: (1) Makes everyone friends 
(Mann's Brown Ale); (2) They're 
made to make friends (Capstan 
Cigarettes); and (3) Make friends 

with (Martell’s Brandy). 

STANLEY PENN. 

12 Clarendon Road, W.11. 


Calligraphers are 


so formal 


Sir, -In planning a direct mail 
campaign, I had in mind a 
facsimile letter in beautiful in- 
formal handwriting, for repro- 
duction on personal stationery. 

| hoped in this way to avoid 
the stereotyped or obvious ap- 
pearance, inseparabie from the 
circular, and so command, if not 
his interest, at least the attention 
of the recipient. 

| have made two important 
discoveries : 

Beautiful informal everyday 
handwriting is not dying, it’s 
dead; 

Calligraphers, whilst able to 
produce masterpieces of formal 
handwriting, are, when it comes 
to their own ordinary hands, 
among the worst writers of all. 

1 have abandoned my brain- 
child. SSA 
(Name and address supplied.) 


THIS WEEK 
A Beginner’s Guide to Trade 
Exhibitions—page 714 
NEXT WEEK 
Review of 1954 Calendars 


The way to the top 


Sik, —Drummond Armstrong's 
letter (December 10) will have 
done nothing to dispel the cyni- 
cal view of the Institute held by 
many sincere members of the 
advertising trade. 

There is not, nor has there 
been at any time in the past, any 
justification for handing out 
“qualifications for the boys” 
through the back door. By 
adopting this method of extend- 
ing its membership, ard its sub- 
scription list, the Institute has 
gone against all the best business 
and professional ideals and has 
done a tremendous disservice to 
advertising and, indeed, to in- 
dustry as a whole. 

How infinitely nearer to its 
rightful place in the modern 
world might Nag now be, 
had its representative body with 
faith, courage and uncompromis- 
ing moral rectitude dedicated 
itself to climb the hard way, the 
long way, but the right way to 
the top. Lycipas. 

(Name and address supplied.) 


The difference 
Sik,—I have recently had a 
similar experience to your cor- 
respondent Henry Caine (Decem- 
ber 17) who pointed to the 
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difference of outlook between 
American and British advertising 
agencies. 

In my case, I sent an identical 
letter asking for employment to 
10 agencies in this country—five 
of them under British manage- 
ment and the other five being 
the British subsidiaries of 
American parent agencies. The 
result? Four out of five of the 
British agencies reply that I will 
be “borne in mind” for the 
future or that my letter will be 
“filed for possible future refer- 
ence.” 

By contrast, all five of the 
American agencies have granted 
me interviews at director level 

AVAILABLE. 

(Name and address supplied.) 


Slogans and jingles 

Sir,—Further to Henry Caine’s 
letter (December 17). Round 
about 1930 a smart American 
advertising man came to England 
to sell his gift for slogans and 
jingles. 

He offered to compose a jingle 
for any business at £10 a time. 

He was a powerful personal 
salesman, and I believe’ he 
“cashed in” on this. It took him 
10 minutes to compose a £10 
jingle. Even one per day made 
a nice income! 

The question now comes: Did 
any of his clients persist with 
those jingles in advertisements 
for any length of time? [ saw 
no trace. Does anybody know? 

Max RITSON, 
Chairman. 
Max Ritson & Partners Ltd. 


These ads have punch 

Bell Punch Company has offered 
Southa,apton transport department 
a reduction of a_ halfpenny per 
thousand tickets for all tickets lor 
which it can obtain advertising 
matter. The offer has been accepted 
on the understanding that any 
advertisements will be submitted for 
approval. 
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Is that so surprising ? 


Shows how things have changed. You won’t remember, but a few 
years ago he wouldn’t have dreamed of buying his wife a hat 
from us. We were right out of his price range. It was only 
professional people who came here then. The Bank Manager’s 
wife and the like. 


But isn’t that so today ? 


It certainly isn’t. Plenty of professional men are having a 
hard time to make ends meet. But that young fellow can 
afford all kinds of luxuries. He hasn’t got the overheads, you 
see. I wouldn’t mind betting he earns £15 a week or more, 
including overtime of course. 


So by and large they’re the people with the money to spend. 


By and large, yes ! And what did I tell you. They’re coming 
in. Show her the one with the red feather. She'll look 
sweet in that. 


DAILY MIRROR 


They don’t just look, they come in and buy 
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With the biggest daily net 
sale on earth the 
Daily Mirror offers the 


most powerful mass market 


coverage in the history of 
daily newspapers at the 
lowest square inch per 
thousand rate of all 


national dailies. 
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The LORD MAYOR of 


BIRMINGHA 

A me Oe OPT er 
1 would tike you to hoow 
more about the great Cay 
of which | em proud to be 


its with pleasure therefore. 
that | amwne you to send for 


Hustrated, describes Brivain s 

ond Cty. tots somethong 
of ots botery, of its crwk 
activetres and of us great 
sriety of trades 


Businessmen overseas will be seeing 
this advertisement early in the new 
year. 


Lord Mayor in 
his city’s ads 


Birmingham is to run a world 
wide advertising campaign 
Starting early in the new year 
advertisements are being placed 
in newspapers in America, 
Canada, South Africa, Australia 
and New Zealand 

They will feature a picture of 
the Lord Mayor of Birmingham 
with an invitation to prospective 
buyers of British goods to send 
particulars of their requirements 
to the city’s information depart- 
ment for circulation to Birming- 
ham manufacturers. 

The idea of the advertisement 
started in the city’s information 
department and the art work and 
placing of the advertisements is 
being handled by Toon and 
Heath Ltd. 

F. W. Bradnock, Birmingham's 
public relations officer, states 
‘It is felt that the idea of a civic 
head, complete with chain of 
office, acting as an ambassador 
on behalf of his own city should 
appeal strongly to readers over- 
seas 


Boom year—with challenge to 
British advertising | travel agencies: 


1954, it is expected, will be a boom year for British ad- 
vertising with emphasis on renewed effort in the export 
markets, increased expenditure in all home media, and 
technical advances in press and outdoor advertising. Pre- 


liminary bookings—in 


in many cases considerably in advance of 


normal—add colour to the general picture of prosperity. 


Below we give the opinions of 
prominent figures in the advertis- 
ing world: 

Norman Moore, president of 
the Advertising Association: 

“During 1954 the advertiser 
will have at his command tech- 
niques both of research and pre- 
sentation which have been greatly 
improved. Though there are 
still restrictions on the amount 
of newspaper space available, 
both newspapers and periodicals 
have tri very hard to give 
every advertiser a fair deal. 

“To the other important medis 
available will very likely be 
added in the near future the 
medium of commercial _ tele- 
vision. If and when this comes, 
the good sense of British adver- 
users and viewers alike will en- 
sure that it is used under 
the same ethical standards as 
those which already characterise 
advertising in other established 
media. 

“It 1s frequently said, and with 
some truth, that advertising is 
a young man’s business. It is, 
therefore, satisfactory to observe 
that the training available for 


young people anxious to enter 
advertising is being steadily 
improved and expanded. ihe 
Advertising Association and the 
Institute of Incorporated Prac- 
titioners in Advertising are both 
to be congratulated on the 
courses of lectures which they 
give, and the standard of the 
examinations which they set. 
“Britain has done great things 
in export during the Coronation 
year, and advertising will have 
an increasingly important part to 
play in following up the mar- 
kets which have been gained.” 


Hard selling ahead 


Sir Miles Thomas, chairman of 
the Advertising Association's 
public affairs committee : 

“The coming year will see two 
main factors affecting advertis- 
ing. First, it will be a year of 
hard selling. 

“The buyers’ market will be 
much in evidence, and not only 
the quantity of advertising but 
the quality will be the subject of 
intense competition. 

“Obviously, any increase in 
@ Continued overleaf 
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start big 1954. 
campaigns 


Heavy advertising by 
major travel and holiday 
agencies will break to-morrow 
(January 1) the date agreed by 
member firms of the Creative 
Travel Agents’ Conference for the 
launching of publicity campaigns 
for 1954 holidays. 

Travel advertising is expected 
to be heavier than ever this year 
and several agencies have ear-* 
marked record appropriations 
Many holiday camps are stepping 
up their advertising and resort 
publicity will also be heavy. 


the 


Spearhead of the campaign 
being launched by the Poly- 
technic Touring Association to 


morrow will be half pages ‘n 
several national daily  news- 
papers. Their campaign will be 


“bigger than ever before with 
larger spaces more often.” There 
will be large spaces in national 
magazines and 10 in. triple and 
8 in. double column spaces will 
be taken in provincial news- 
papers in 15 areas where Poly 
technic have branch offices. 

A 48-page magazine, Poly 
Holidays 1954, will be distr 
buted. It has seven pages in full 
colour and 12 in two colour 


@ Continued in Stop Press on 
back cover 
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‘Volume of advertising may generate more 
critical reaction’ 


SPENDING SPURT 


the volume and density of adver- 
tising is likely to generate in- 
creased criticism, if only for the 
reason that every action has an 
opposite, if not equal, reaction. 
This climate will make more im- 
portant the second factor, which 
is of the advertising industry's 
own volition -the raising of the 
status of advertising. 

“Through the instrumentality 
of the newly formed public 
affairs committee of -the Kaver- 
tsing Association, it is the in- 
dustry’s wholehearted intention 
to cut from under the feet of 
critics any grounds for slurs and 
sneers at advertising, whether it 
be regarded as an art or a 
science. 

“In this day and age advertis- 
ing 1s one of the most important 
threads in the fabric of our com- 
mercial existence, and it is vitally 
important for our business health 
that it should be recognised as 
clean, powerful, durable, and 
without rot or canker. 

“Much effort will be expended 
in this direction by men well 
qualified to achieve their pur- 
pose. For myself 1 am proud to 
be associated with such a worth- 
while effort.” 


Newsprint prospects 


F. P. Bishop, M.P., general 


manager, Newsprint Supply 
Company : 
“The main fact about the 


newsprint position in the last few 
weeks has been the very rapid 
increase in consumption, which 
has been running at more than 
14,000 tons a week. We have 
to consider the outlook for 1954 
in relation to that fact. 

“Supplies for the first half of 
1954 are 
now defin- 
itely fixed, 
and they will 
provide a 
total of 
13,500 tons 
a week; so 
that con- 
sumption 1s 
running 
ahead of the 
supply posi- 


ton. We 
cannot — tell 
how it will F. P. Bishop 
average out 


of a period on the eight-page 
basis; but certainly there is no 
prospect, so lar as one can see, 
of any increase in pages in the 
first half of 1954. 

“What may happen after is a 
little more speculative, but the 
supplies of newsprint are depen- 
dent, not only on the foreign 
exchange position, but on availa- 
bility, oS the present world 


Situation there is no prospect of 


WILL CONTINUE 


our getting any very largely in- 
creased supplies in the second 
half of next year, because they 
are just not available 

“Almost the only thing that 
could bring about any easement 
in supply in the second half 
would be a reduction of con- 
sumption in the United States. 

“Our arrangements do provide 
for a substantial 


increase in 
supply next year— an increase of 
the order of 50,000 tons, or 


roughly 1,000 tons a week, partly 
from Canada and partly from 
Scandinavia; but while we have 
got that increase organised, pre- 
sent indications are that the in- 
crease of consumption within the 
framework of the eight pages will 
swallow up the whole of that.” 


Technical advances 
are promised 


P. G. E. Warburton (managing 
director, Richard Hudnut, Ltd.), 
president of the Incorporated 
Society of British Advertisers : 

“United Kingdom advertisers 
face 1954 with a good deal of 
confidence for, on the whole, 
1953 has been a good trading 
year. Efficiency has been im- 
proved, and technical advances 


in advertis- 
ing are pro- 
mised. On 
the other 
hand, inter- 
nal costs 
seem likely 
to rise again 
at atime 
when com- 
petition in 
world = mar- 


kets is being 
intensified by 
countries 
whose high P. G. E. Warburton 
output is 

the objective of labour and 
management alike. And we must 
win a larger share of world trade 
if we are to maintain, let alone 
improve, the living standards to 
which our 50 million people 
believe they have a right. 

“Manufacturers, therefore, will 
require more efficiency than ever 
in their advertising at home and 
abroad. The cost of every square 
inch will be compared with its 
effect, so far as that can be 
gauged. 

“Measurement of the effects of 
advertising is engaging the atten- 
tion of sub-committees of the 
Incorporated Society of British 
Advertisers, and its export sub- 
committee is renewing its eflorts 
to help the export drive. 

“Lam sure that ADVERTISER'S 
Weexkty will continue in 1954 its 
valuable role as a clearing house 
of helpful information.” 


Norman Moore 


More and more on 


press ads 


Jesse Scott (founder and pub- 
lisher of Statistical Review of 
Press Advertising) said: “Expendi- 
ture on press advertising appears 
to be going up and up, and tt 
looks as though nothing short 
of an atom bomb can stop it.” 

Commodities which he be- 
lieved would be big spenders 
were detergents, motor fuels, and 
motor - cars 
In the last 
of these a 
buyers’ mar- 
ket was dev- 
eloping, and 
the motoring 
section had 


probably 

shown _ the 

biggest —in- 

crease in 

spending Jesse Scott 
during the 

past year. There should be a 


considerable growth in electrical 
appliance advertising ; and 
domestic appliances would also 
open up, particularly if there 
were a change in the hire pur- 
chase regulations. 

If there were any development 
in competitive television, there 
should be increased use of tele- 
vision receiver advertising. Food 
advertising should — strengthen 
with the market freed 


Research results 
are expected 


Alderman Sidney Brown, presi 
dent, British Poster Advertising 
Association: 

“Some valuable research has 
already been done to prove the 
pulling power and readership 
value of posters. More is still 
being done on similar lines over 
a larger and more varied area. 
It is hoped that 1954 will see 
the publication of these results 
and that they will prove con- 
clusively that the pioneer work 
Was correct in every way. Should 
this be so, it will be the finest 
contribution the industry can 
make towards prosperity in 1954 

“By itself it will not be enough. 
It must be allied with a con- 
tinuous drive in improving the 


methods of display.’ 


Sidney Brown 


ae koe 


Sir Miles Thomas 


Co-operative 
campaign for 
shoes proposed 


Proposing a co-operative ad- 
vertising campaign for shoes, a 
Shoe and Leather News colum- 
nist says: 

“Let us devote our efforts to 
persuading cople that they 
need more shoes—heavy shoes, 
light shoes, shoes for hiking, 
looking-in, dancing and shoes for 
every occasion. 

“Every sale wrested from 
another manufacturer or retailer 
is merely a passing round of 
business within the industry, but 
every pair of shoes bought in- 
stead of something else means an 
expansion of the trade, and an 
expanding trade built on a — 
demand is a healthy one wit 
decreasing costs based on higher 
output rather than cut-throat 
competition,” he writes. 


Newspapers’ own 


social club 


The new premises at Dale End 
of the Birmingham Gazette and 
Despatch Sports and Social Club 
have been opened by R..P. T. 
Gibson, joint managing director 
of the Westminster Press Provin- 
cial Newspaper Ltd. Present 
were W. B. Morrell, managing 
director, C. Fonby, editor-in- 
chief, A. J. Josey, editor of the 
Evening Despatch, M. Cheese- 
wright, editor of the Birmingham 
Gazette and about 300 club 
members representing all depart- 
ments of the papers. 

Mr. Gibson said it was grati- 
fying to find such a_ well- 
appointed club and congratulated 
E. Moore, of the publishing 
department, who is the Club's 
president, on the work which had 
been put into the effort. 


Ghostly greetings 


Christmas greetings of Clifford 
Bloxham and Partners have taken 
the form of Saki’s ghost story ‘The 
Open Window” printed on deckle- 
edged paper, inside of which is a 
silk book-mark weighted with fili- 
gree metal. 
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Printers will soon test 
photo setting machines 


HE day of the photo setting machine is brought nearer by the 
announcement of the Monotype Corporation that they have 
solved what, until now, has been the snag of all prototype film 


setting machines —corrections. 
Speaking to members of the 
trade press E. Silcock, general 
manager of the Monotype Cor- 
poration, said: “We are not pre- 
pared at this stage to say what 
the answer is because we have 
several sysiems. What is con- 
sidered to be the best method 
will be revealed in due course.” 


Monotype, who have been 
working on the photo setting 
project since 1944 at their Sal- 


fords, Surrey, factory, now have 
four pilot machines in operation 

The company will soon be 
asking members of the printing 
trade to test the machines—to 
use them under normal working 
conditions and to investigate the 


economic possibilities of the 
system. 
Mr. Silcock said: “We have 


our ideas as to how we are going 
to market these machines. But 
first we are anxious to work in 
close contact with members o: 
the trade who will ultimaiely use 
them. At this stage we can now 
go to the trade and say ‘Let's 
work together and finish this job 
off.” 

Monophoto machine has 
been designed “to fit into the 
existing industrial pattern of the 
printing world with remarkable 
neatness.” 

Compositors will be wholly 
unaffected by the change from 
metal to film since any existing 
Monotype keyboard can be used 
with only minor adjustments. 

A number of Monotype faces 
have been experimentally repro- 
duced by the photo — setting 
system including Bembo, Gill 
Sans, Times New Roman, Plan- 
tin, Garamond, Bodoni, Imprint 
and Baskerville 

A statement issued by the 
Monotype Corporation reveals: 
“The field for photographic com- 
Position, hitherto only that of 
the offset and gravure printer, 


may in time be extended to 
letterpress. The Monotype Cor- 
poration is not predicting, and 
does not in fact foresee, any 
immediate and profound revolu- 
tion in printing methods as the 
result a on incursion of film 
into the metal using world. ‘All- 
in costs’ will tell their own story 
in due course, and to different 
houses in different terms.” 


Non-members are 
welcome in 
BDMAA contest 


Applications from non-members 
are invited by Horace R. Martin, 
chairman, criticism and awards 
committee. British Direct Mail 
Advertising = Association, — for 
entry forms for the Association's 
innual contest. This is open to 
non-members, and entrants may 
send in their own direct mail 
literature, 

Ihe contest is 
planned = direct 


for the best 
mail campaign 
submitted, consisting of not 
fewer than three shots; for the 
best single direct mail letter; and 
for the most original direct mail 
letter. Silver cups are awarded, 
ind valuable publicity is pro- 
vided through the medium of a 
display that follows the awards 


The Dickens of a 
Christmas 


There was a Dickensian flavour 
about the Greenwood Advertising 
Christmas party, held at Salisbury 
Court, Fleet Street, on December 
23. The invitations bore a picture 
of James Greenwood in the guise 
of Mr. Pickwick, and the vestibule 
of Greenwood House was decorated 
with pictures illustrating the works 
of the great novelist, to which a 
modern slant had been given by 
the addition of captions in advertis- 
ing jargon. 

The guests numbered about 500 


Greetings from the London office of McConnell's Advertising Service Ltd., 
to their colleagues in Dublin took a novel form, Tony Byrne, an artist, 


who has been working in London under the exchange ex 
operating between the Irish and British offices, brought bac 


rience system 
for Christmas 


a cheque drawn on “The Topmost Branch” of the Nationalised Bank 


for 100,000 good wishes. 
chairman and managing director, 
and Christmas party, held in 


This he presented to Charles E 
auring 


the D.BC 


McConnell, 
stafi dinner dance 
Dublin. L. to r.: 


the annual 
restaurant, 


Maurice H. Stokes (director); Tony Byrne; B. Brindley; Gilbert F. Pollard 
(director 


and production 


manager); ‘ 
secretary) and Charles E. McConnell. 


John McConnell (director and 


Alfred Bates & Son's Christmas 
chester, was attended by 
as many pressmen. Left to right: 

Pearee, Ted Skinner, A, € 


luncheon 
the agency's clients throughout the area, as well 
Tom 


ADVERTISER'S WEEKLY 


at the Midland Hotel, Man 


Grenfell, Eric Schofield, Terry 
Cain and Ldward Bates 


Stars 


from the 
of the Publicity Club of 
president of the club (se 
and the Lady Provost Gourth right). 


pantomime 
therdeen 


Miss Sybil Connolly, dress designer, 

talks about her tour of the U.S.A 

at the Publicity Club of Ireland 

Christmas luncheon David P 
uke, chairman, presides. 


“Mother Goose” 
Also in the 
ond lefty, A. J. Mit hetl 


attended the Christmas lunch 
icture are William Veitch, 
chairman (extreme right), 


“Santa” Joe Wayne (Gee Advertis 
ing) distributes largesse to Miss 
Roberts (News Chronicle’) at the 
Publicity Club of Leeds Yuletide 


evel. 


Trade index for 
Northern Ireland 


H. R. Carter Publications Ltd.. 
2 Marcus Ward Street, Belfast, have 
been appointed advertising contrac- 
tors for a Northern Ireland Trade 
Index which is to be published in 
May by the Ulster Ministry of 
Commerce 

Five thousand copies will be dis- 
tributed by the Ministry and further 
copies will be available through 
booksellers 

The Index will comprise classified 
and alphabetical lists of Northern 
goods for 


Ireland firms producing 
outside consumption 


Poster flanked by 

Christmas trees 
Instead of the usual Christmas 
tree in Town Hall Square, Leicester, 
there are this year two Christmas 
trees flanking a Mills & Rockleys 


16-sheet illuminated Hellbery Panel, 
bearing a Nativity poster 


The illuminations were switched 
on by the Lady Mayoress a tew 
days before Christmas and will 
remain until Twelfth Night 


Alderman Sidney Brown (Mills & 
Rockleys, Leicester), president of 
the British Poster Advertising Asso 
ciation, hopes that “this experiment 
in bringing the real meaning of 
Christmas to the public of Leicester 
will be repeated in future years.” 
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Does the special 


offer pull ? 


Hew far is it possible to forecast the demand for com- 
modities that are the subject of “special offers’’ by 


journals? 


This problem is discussed by Max K. Adler in The Journal 
of Industrial Economics, with particular reference to offers 
of cosmetics, household goods, and articles of clothing, made 
by Woman on special terms to its readers. 


Points from Dr. Adler's article 
are as follows: 

Many offers are taken up by 
readers in’ their hundreds of 
thousands; large quantities are, 
therefore, involved, and a wrong 
judgment on the size of the order 
to Ge placed with the manufac- 
turers can involve sizeable losses 

The following method of fore 
casting was adopted. For offers 
which had already been made, of 
course, the total sales were al- 
ready known. It was thought 
that these statistics could be used 
to forecast the sales of a new 
offer, if it were possible to estab 
lish its relative standing with 
consumers as compared with 
previous offers. For this pur- 
pose, it was decided to use a 
questionnaire presented in inter 
views to a cross-section of the 
female population, A “pull” ol 
the feature page containing the 
offer whose sales are to be fore 
cast is obtained several weeks 
ahead of publication The in 
vestigator shows a copy of this 
pull to the respondent and gives 
her a chance to absorb its con 
tents. A series of questions 1s 
then asked, mainly in order to 
present the respondent, step by 
step, with a picture of the real 
situation when an offer is sent 
for. 


Pertinent questions 


The pertinent 
as follows: 

If you saw this announcement 
in Woman would you say that 
this offer interested you or not? 
Ii you saw this offer in Woman, 
do you think you would be pre- 
pared to cut out the coupon and 
send the money for the offer? 

If it happened that by the time 
you came to send for the offer 
somebody had cut out the 
coupon, would you make the 
effort of buying another copy in 
order to send for this offer? 

In addition to questions as to 
marital status and occupation, 
and the interviewers’ assessment 
of age and social class, the res 
pondents are asked whether, 
during the last week prior to the 
interview, they read or looked 
through a certain number of 
weekly journals, one of which is 
Woman. The use of “barometer 
scales” helped towards establish- 
ing an “Intensity of Interest 
Index.” 

Two general conclusions 
emerged. The first is that a con 
sumer'’s intention of buying a 
commodity ts less likely to be 
negatived for low-priced com- 
modities than for high-priced 


Guestions are 


ones, so that there may be more 
uncertainty of consumer conduct 
for commodities whose prices are 
high in relation to normal bud- 
gets. This conclusion is outside 
the scope of usual economic 
mm: which is concerned with 
actual happenings and not with 
intentions. 

The second conclusion is that 
for high-priced commodities, 
price increases have less effect on 
the stability of demand intentions 
than similar absolute increases 
will have on lower-priced com- 
modities. The economist would 
perhaps expect this, since the 
same absolute increase in price 
has lower proportional _ sig- 
nificance the higher the initial 
price of a commodity. 


New type of electro 


wall map with ads 

Farly in the New Year Lewis 
M. Balcombe, sales director of 
the Davis Advertising Service, 
Manchester, manufacturers of 
electro-push-button wall maps, 
will leave for a tour of Europe. 

He is to explore the possibility 
of opening branches of the firm 
in all European capitals to manu- 
facture and market the maps. 
The firm already has branches 
in Paris and Jerusalem 

A new type of electro wall 
map, the first of which is in use 
at the Midland Red Bus Station, 
Leicester, has recently been in- 
troduced. It is “Z’’-shaped, and 
specially designed lighting en- 
ables public buildings and places 
of entertainment to be seen quite 
clearly during daytime. It lights 
up automatically at 4.40 in the 
» Benny 

Places of interest have been 
drawn, in oils, on Perspex. On 
the original map watercolours 
were used on ordinary linen 


Two models, who are acting as ‘‘guinea pigs’ in a series of tests on the 
weather-resistance qualities of the Terylene furleen coats, visited one of 
London's deep-freeze warehouses. Pathe Pictorial filmed the test and this 
will be shown on American TV, in addition to cinemas in this country. 


The tests were arranged by 


Haig-Mc Alister Advertising for their clients 


Astraka Lad. 


Seaside town’s experiment 
showed ‘smalls’ pay well 


How Scarborough spent £8,132 on advertising in 1953— 
and how various media pulled—was described to the local 
council by Ald. Pindar, chairman of their publicity committee. 


During 1953, said the alder- 
man, Scarborough advertisements 
appeared in the _ principal 
national dailies, national Sunday 
papers, and a number of national 
weeklies. These advertisements 
costing £2,384 produced 23,601 
applications for copies of the 
Scarborough — booklet their 
prime purpose. 

This year the amount spent on 
advertising in the Scottish press 
had been increased to £376, and 
he was sorry that it could not be 
doubled. 

Ald. Pindar said that the com- 
mittee had experimented by 
advertising in the classified 
columns of provincial papers 
An expenditure of £136 on ad- 
vertisements in 20 papers cover- 
ing Yorkshire, Lancashire, the 
Midlands, Tyneside, and Scot- 
land, had produced 1,712 replies 
which he regarded as very satis- 
factory. 

Expenditure on poster adver- 
tising during 1953 totalled £2,135 
against an estimated expenditure 
of £2,200. 

Of this amount £1,985 was 
spent on: side-panel advertise- 
ments on 170 buses in Yorkshire, 
the Midlands, Tyneside, and 


\MER 
gcvuit 


"3 


1¢ the offices of Smee's Advertising Lid., Duke Street, Manchester Square, 
London, the current advertising and display material for two of their clients 


is shown with a display o 


products in a Christmas setting. 


This picture 


shows an enlargement of the Christmas advertisement prepared for Huntles 


& Palmers Ltd. 


Boxes of Huntley & Palmers biscuits complete the display. 


Scotland for a period of 13 
weeks; 25 posters in Edinburgh 
and Sheffield because bus adver- 
tisements were not available 
there; and 31 posters giving 
details of Scarborough’s Septem- 
ber attractions in Leeds, Brad- 
ford, Sheffield, Nottingham, and 
Newcastle. 


Randolph is to 
address young 
newspapermen 


Randolph Churchill is to 
address members of the Young 
Newspapermen’s Association at 
a dinner at  Simpsons-in-the- 
Strand on February 22, 

Other highlights of the Young 
Newspapermen’s two-day meet- 
ing on February 22-23 will be an 
address by H. L. Howarth, of the 
Westminster Press, chairman of 
the Newspaper Society technical 
committee, and a visit to the 
Press Association where the 
general manager, Edward W. 
Davies, will address them. 

President of the Young 
Newspapermen’s Association 1s 
Michael Rowntree, Oxford Mail; 
secretary is . A. Warden, 
Hendon and Finchley Times. 


Wave of publicity 


for hairdressing 


Determined efforts are being made 
to boost professional hairdressing. 
All trade organisations in the in 


dustry are supporting National 
Hairdressing Week, planned for 
next March, and sponsored by the 
Professional Hairdressers’ Develop- 
ment Group. 

The National Hairdressers’ 
Federation’ secretary, Taylor Briggs, 
told his executive council that 5,000 
window posters and 100.000 stickers 
are being made available to 
members. 
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AD MAN’S DIARY OF EVENTS IN 1954 


This list, compiled by “Adver- 
tiser’s Weekly,” includes the most 
important events of 1954, busi- 
ness, social and recreational, 
likely to be of interest to readers. 

Any obvious omissions are ex- 
plained by the fact that some 
dates have not yet been decided. 

It is intended to publish later 
in the year a further diary in 
which events taking place from 
July to December will be listed 
more fully. 


JANUARY 
Dates 


9-15.—loy and Fancy Goods 
Fair, Harrogate. 

11-23.—International Poster Ex- 
hibition, Glasgow. 

14.— Newspaper Conference 
annual meeting, Waldorf 
Hotel, London. 

16-17.—Club Development Com 
mittee meeting, Midland 
Hotel, Manchester. 

20-29.—Hotel and Catering Ex- 

hibition, Olympia, London. 

Press Advertisement Mana- 

gers’ Association gala, Con- 

naught Rooms, London. 

22.—Publicity Club of Leeds 
annual dinner and dance, 
Great Northern Hotel. 

22.—Publicity Club of Notting- 
ham annual dinner and 
dance, George Hotel, 
Nottingham. 

25.—February 3.—International 
Poster Exhibition, Aberdeen. 

26.—-Bradford Publicity Associa- 
tion annual meeting, Mid- 
land Hotel. 

29.—Aldwych Club Cabaret, 
Grosvenor House, London. 


para FEBRUARY 
ATES 


1-5.—Gifts and Fancy Goods 
Fair, Harrogate. 

2.—Classified Advertisement 
Conference, Grand Hotel, 
Birmingham. 

4.—Publicity Club of Aberdeen 
annual dinner and dance. 

4-13.—International Poster Ex- 
hibition, Dundee. 

8-18.—British Furniture Exhibi- 
tion, City Hall, Manchester. 

13-27.—Welsh Ideal Home Ex- 
hibition, New Pavilion, 
Cardiff. 

15-19.—Leather Goods Industries 
Fair, Kensington Palace 
Hotel. 

15-22.—British Furniture Trades 
Exhibition, Earls Court. 

16-19.—Scottish Dairy Show, 
Kelvin Hall, Glasgow. 

19.—Regent Advertising Club 
dinner and dance, Shaftes- 
bury Hotel, London. 

19.—Coventry Publicity Associa- 
tion Ball, Chesford Grange 

19.—Master Sign Makers’ As- 
sociation annual dinner and 
dance, Park Lane Hotel, 
London. 

19.—Manchester Publicity Club 
ladies’ evening, Midland 
Hotel, Manchester. 

19-27.—Arts and Crafts exhibi 
tion, Old Horticultural Hall, 
London. 

22-23.— Young Newspapermen’s 
Association general meeting, 
London 


”? 
am 


22-26.—British Manufacturers’ 
loy Fair, Brighton. 

23-26.—Business Efficiency Ex- 
hibition, Fenton Street Bar- 
racks, Leeds. 


MARCH 


DATES 

2-27.—-DAILY MAIL_ IDEAI 
HOME EXHIBITION, 
Olympia, London. 

5.—I.S.M.A. national ladies’ 
night, Grosvenor House, 
London. 

5-8.—Young Master Printers’ 


Conference, Buxton. 
12.—-I.A.M.A. annual dinner and 
dance, Hyde Park Hotel, 
London. 
20.—I.S.M.A. Students’ Society 
conference, College for the 
Distributive Trades, London. 
23—April 10.—Daily Dispatch 
Brighter Homes Exhibition, 
City Hall, Manchester. 
26.—-Publicity Club of London 


gala, Grosvenor House, 
Great Room, Park Lane, 7 
for 8 p.m. 

28-—-April 10.—Young Master 


Printers’ Spring School, Ox- 
ford. 


30.—L.1.P.A. annual meeting at 


Institute. Annual dinner 
and dance, Dorchester Hotel, 
London. 


APRIL 
Dats 


2-4.—Guild of British News- 
paper Editors, London and 
Home Counties Region an- 

* nual “get-together,” Christ 

Church, Oxford. 

3.—l 'NIVERSITY BOAT 
RACE. 

9.—East Anglian Publicity Club's 
annual dinner, Great White 
Horse Hotel, Ipswich. 

23.—Press Club Ball, Dorchester 
Hotel, London. 

26.—East Anglian Publicity Club 
annual meeting, Great White 
Horse Hotel, Ipswich. 

27.—Newspaper Society annual 
dinner and dance, Dor- 
chester Hotel, London. 

27.—Publicity Club of Notting- 


ham annual meeting, Vic- 
toria Station Hotel, Notting 
ham. 


28.—Newspaper Society's annual 
meeting, London. 

28.—-Publicity Club of Leicester 
Coulson Cup public speak- 
ing competition. 


MAY 
Dares 


1.—F.A. Cup Final, Wembley. 

3-14.—BRITISH INDUSTRIES 
FAIR, Olympia and Earls 
Court, London. Also Castle 
Bromwich, Birmingham. 

6-9.—ANNUAL CONFERENCE 
OF THE ADVERTISING 
ASSOCIATION, Royal Bath 
Hotel, Bournemouth. 

15.—H.M. THE QUEEN arrives 
in London after her tour 

17.—Publicity Club of Aberdeen 
president’s luncheon, Cale 
donian Hotel 


21-24.—Irish 
Publicity 


and 
Gal- 


Advertising 


Conterence, 


way 

22-24.—1.8.M.A. annual confer- 
ence, Palace Hotel, Buxton 

22-26.—Annual Congress of 


Master Printers at Harro- 
gate. 
25.——Presentation of the Pub- 


licity Club of London Cup 
by the Rt. Hon. The Lord 
Mayor of London, Mansion 
House, 11.30 am. for 11.45 
a.m. 

25.—Publicity Club of London 
luncheon to the president, 
the Lord Mayor of London, 
Mayfair Hotel, Berkeley 
Street, 12.45 p.m. for 1.15 


p.m. 
25.—Publicity Club of Leicester 
annual meeting 
25.—Publicity Club of Leicester 
Lord Ebbisham Golf Trophy 


Competition 


25.—Publicity Club of Leeds 
annual mecting 
DATES 


9-11.—International federation 
of Newspaper Publishers 
annual congress, Stockholm 
14.—Publicity Club of London 
special general meeting for 
election of officers and coun- 


cillors, Waldorf Hotel, 
Aldwych. 

14, 15, 16.—British Poster Ad- 
vertising Association's an- 
nual conference, Imperial 
Hotel, Blackpool! 

22-25.—Royal Highland Show, 


Dumfries, Scotland. 


JULY-DECEMBER 
JULY 
DaTES 
§-9..-Medical exhibition, Kelvin 
Hall, Glasgow 
21-23.—Royal Welsh 
Machynlleth. 


Show, 


AUGUST 

Dates 

14-21.—World’s Poultry Con- 
gress Exhibition, Waverley 
Market, Edinburgh. 

25—September 4.—National 
Radio and Television Ex 
hibition, Earls Court 


SEPTEMBER 

Dates 

2-18.—SC OTTISH INDUS 
TRIES EXHIBITION, Glas- 


gow. 

7-18.—ird British Food Faz, 
London. 

24-27.—LLP.A. Autumn Week 
end Course, St. Peter's Hall, 
Oxford. 

24—-October 2.—International 
Commercial Motor Trans- 
port Exhibition, London. 


OCTOBER 

Dates 

4-8.—Brewers 
Olympia, London 

4-8.—4Sth Shoe and Leather 
Fair, Olympia, London. 

7.—Publicity Club of Aberdeen 
annual meeting. 

19.—Guild of British Newspaper 
Editors 


Exhibition, 


annual = meeting, 
London 
26-29.—Dairy Show, Olympia, 
London. 
NOVEMBER 
DaTEs 
10.—Newspaper Society half 


yearly meeting, London 
13-20.—Cycle and Motor Cycle 
Show, Earls Court, London 


DECEMBER 

Datis 

3.—Publicity Club of Leicester 
annual dinner and dance, 
Bell Hotel, 

14-15.—Intermediate and Final 
Examinations of LI.P.A. 

20.—Publicity Club of Aberdeen 


— and gift 
uncheon. 


FROM AMERICA 


Two children from the United 
States—a boy and a girl—landed 
at London Aijrport yesterday 
(Wednesday), the ecve of the 
opening of the Schoolboy’s Own 
Exhibition at Horticultural Halls, 
Westminster. 


They will have a five-day holi- 
day in London and visit’ the 
exhibition every day. The trip 
is being paid for by Weetabix 
Ltd. They were selected from 
thousands of children who 
applied to be interviewed in a 
programme on the WABC TV 
network in Amerca. On their 
return to the United States they 
will be met by Sir Harry Brittain, 
president of the exhibition, who 
is in the United States on 
business. 

Last week the eight papers of 
the South Suburban Group 
carried a full page featuring the 
exhibition. Editorial about the 


exhibition tied up with advertise- 
ments of the leading exhibitors. 
Kennards of Croydon are also 


FOR EXHIBITION 


linking up with the exhibition 
Children can enter competitions 
being conducted at the exhibition 
at the store. Thirty of them will 
be taken on a trip to the exhibi- 
tion by Kennards. 

Publicty for the exhibition is 
being conducted by Marie Jen- 
nings of Willings Press Service 
Ltd. The exhibition closes on 
January 13. 


Need for wool 
. . 
publicity 

Ihe need for wool publicity is 
stressed in the annual report of the 
South African Wool Board. It states 
“At no time in the history of man 
have the use and usefulness of wool 
been so gravely menaced as they are 
to-day. The manufacturers of man 
made fibres, supported by unlimited 
resources, are earnestly striving to 
oust wool, just as synthetic silk 
ousted natural silk 

“Unless intensified wool publicity 
research is continued, the present 
threat will assume raver pro 
portions.” 


— 
TH 
f= = 
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CHALLENGE 


A report published this week by 
the Organisation for European 
Kconomic Co-operation calls 
for an “aggressive increase of 
exports” as a basis of Britain's 
future economic policy. 

It also suggests: “The competi- 
tive position of British goods 
may be improved by better 
sales techniques and greater 
adaptability on the part of 
exporters to the varying needs 
of the importing countries.” 

That is the challenge which 1954 
holds for advertising. A foot- 
hold has been gained in the 
export markets—now it has to 
be expanded in the face of 
growing foreign competition. 

As Norman Moore says, Britain 
has done great things in export 
during Coronation year, and 
advertising will have “an in- 
creasingly important part to 
play” in developing the mar- 
kets which have been gained. 


The home front 


In these words, the president of 
the Advertising Association 
accepts on behalf of the whole 
of advertising the challenge of 
the new year. 

There is a challenge on the home 
front, too. With competitive 
television on the way, and the 
critics in full cry, advertising 
will be constantly under the 
microscope of public opinion. 

We must be ready for more 
abuse and misrepresentation. 
The best way to answer the 
traducers is by example. What 
better than even higher ethical 
standards and improved tech- 
niques of presentation as new 
year resolutions? 


The real job 


Sir Miles Thomas, who will lead 
the drive to show the public 
that advertising is respectable, 
puts it in a nutshell. He says: 
“In this day and age adver- 
tising is one of the most im- 
portant threads in the fabric 
of our commercial existence, 
and it is vitally impertant for 
our business health that it 
should be recognised as clean, 
powerful, durable and without 
rot or canker.” 

Amidst all the politics, however, 
the real job of selling must not 
be forgotten. 

The forecast is higher spending 
than ever on marketing. And 
the advertiser will be entitled 
to the best money can buy. 
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ws Provinces teach London 


something in display 


ERHAPS the greatest need 

confronting display in this 
country is to make manage- 
ment aware of the need for 
display! Not merely occa- 
sionally, but permanently. 

This awareness is something 
that happens only from time to 
time —usually when business is 
either very good or very bad. 
There are honourable exceptions, 
but generally speaking it is true 
that store management is not 
nearly so conscious of the need 
for display as of the need for 
advertising. 

Yet display can be only as big, 
and as good, as management will 
allow it to be. In this country, 
some managements are apt to be 
just a litthe smug about display; 
they think they have taste. In 
America, things are reported \o 
be different. Management there 
employs taste. It believes that 
the job of management is to 
manage, of the buyers to buy, 
and of the display manager to 
manage display. I[t recognises 
that display is a most vital part 
of the whole complex of selling 

a mixture of psychology, art 
and craft--and cannot function 
properly unless brought in at 


top-level discussions. 
Every creative function needs 
criticism. 


creative Alas, the 
standard of 
display criti- 
cism is often 
not as well 
informed as 
; it should 

be. All too 
Boften the 
, self -ap- 
pointed cri- 
tic tends to 
judge a dis- 
play only on 
its aesthetic 
appeal or its 
fantasy or 
its humour. 
Often he does not appreciate the 
many economic and _ technical 
roblems involved. Rarely does 
ve bear in mind that the job of 
the display manager is to project 
the “personality” of his store 
and not his own personality, and 
that the object of display is to 
sell goods. Some are concerned 
only with selling to-day; others 
go further and think of the 
morrow. So-called “prestige dis- 
play” is outmoded. 


Not infrequently provincial 
stores are able to show a greater 
resourcefulness in display than 
the London ones. Not needing, 


largely by absorbing existing 
stores in various parts of the 
country, and many of these 
acquisitions are in danger of los- 
or not able, to indulge in expen- _ ing their identity and personality. 
sive national advertising, they if they have not already done 
can devote a higher proportion so. No longer do they sell on 
of their publicity allocation to their own goodwill, taste, and 
display; and the fact that the — service; often they rely too much 
window “public” is smaller on brand names and on the ad- 
_ vertising. point-of-sale display, 


~ and window display provided vy 
GUEST COLUMN 


the manufacturers. Displays con- 
by 


jured by their own studios often 
ERIC LUCKING 


show their lack of resources and 
have little promotional value. 


Yet others of the old-estab- 

Chairman lished firms—regarded as die- 
British Display Association hards, doomed to fall by the 
= wayside —possess great personal- 


ity and individuality, with their 


necessitates more frequent own standards of integrity, ser- 
changes and a more fluent vice, taste, and quality. I believe 
technique, that it is from the manufacturers, 

What is the factor that has wholesalers, and retailers that we 


most profoundly influenced dis- 
play during recent years? Un- 
doubtedly, I would say, the 
development of the great chain 
stores and store combines. The 
chain stores evolved from the 
penny bazaars and 10-cent stores 
of a generation ago into huge 
merchandising concerns catering 
for the mass of the people who 
now have much more to spend 
than they used. These chain 
stores have developed their own 
display techniques, often—as in 
the case of Marks & Spencer 
to excellent effect and resulting 
sales. 

The combines have proceeded 


shall see the most significant 
advance in contemporary thought 
and design 

For the past three years I have 
had the honour to be chairman 
of the British Display Associa- 
tion. Through its educational 
syllabus, which has been adopted 
by colleges and art schools up 
and down the country, this Asso- 
ciation is doing much to advance 
the level of display. The greater 
the awareness on the part of 
management of the value of this 
training and of the importance 
of the B.D.A. qualification, the 
more rapidly will this improve- 
ment take place. 


@ A gift token scheme, on a 
national scale, is being con- 
sidered by hairdressers. e 


@ Radio Eireann is to make a 


pected between the 
and railways. 
Although Scotch whisky will 
not be in full supply on the 
home market for another two 
years, an advertising battle 
between whisky and gin brands 
will develop in 1954. Whisky 
distillers are worried about the 
growing gin-drinking habit. 

@ One of the biggest national 
to overcome public prejudice advertisers of food is to launch 
in favour of Continental glass, an extensive campaign soon 
particularly in the domestic in an attempt to capture a 


airlines 


bid for more listeners ‘n 
Engiand and Wales. New 
equipment is being installed 
to ensure better reception in 
London. 

® The British glass industry will 
make notable efforts in 1954 


field large section of the bread 
a = ; ket. Emphasis is expected 
@ Travel publicity is to be — 
stepped up in the New Year. to be on the white loaf. 
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Announcing \umber One of 


Home Beautiful 


( f eravure 


aA2esS 


Produced by 


The National Magazine Co. Ltd., publishers of 
GOOD HOUSEKEEPING, HARPER’S BAZAAR, 


i 


quarterly 


FIRST PRINT ORDER 


00.000 corres 


OLIVE BIRD, THE HOME BEAUTIFUL, THE NATIONAL MAGAZINE CO. LTD., 


286/30 GROSVENOR GARDENS, LONDON, 


s.W.l 


VANITY FAIR and THE CONNOISSEUR 


per page and pro rata 


Here’s an entirely DIFFERENT kind of 
home magazine. The Home Beautiful will 
stimulate a livelier and more active interest 
in home making and home elegance than 
ever before. It will be practical. At the same 
time it will whet the appetite of the home 
maker for all that is new and beautiful in 
design, in colour. The reader will be taken 
into famous homes for ideas and inspira- 
tion. The Home Beautiful will be profusely 
illustrated. The use of colour will be lavish. 
And remember this, The Home Beautiful 
will do more than get right into the hands 
of women with a love of beautiful things. 
These women will have, too, all the respon- 
sibilities of running a home and a family. 
A dummy and details of special positions 
available on request. 


TYPE AREA 9¥2° x 7% 


BLACK & WHITE COLOUR 


Y125 8 WS 


per page 


Final Press Dates 
BLACK & WHITE 


29th Jan. 1954 F 


Copy Dates COLOUR JAN. 8 y 
BLACK & WHITE JAN. 15 tw LEED a Sadi 


‘scion 
MARCH 18 


COLOUR 


22nd Jan. 1954] and quarterly 


Telephone: SLOane 4591 
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ADVERTISER'S WEEKLY 


A beginner’s guide to 


trade exhibitions 


HEN the firm asked us to 
organise a stand at a 
trade exhibition, we murmured 
that our previous experience 
of this sort of thing was pre- 
cisely nil. That, they informed 
us, was our big qualification. 
Actually it was not! We made 
a number of silly mistakes. We 
spent too much money. But it 
was a success! Apparently all 
exhibitions are. 

In our innocence, we idly 
wondered how one began to 
organise a trade exhibition stand. 
We need not have worried. It 
seemed that there are people in 
this world who do nothing else 
Our desk was suddenly covered 
by letters from exhibition or- 
ganisers, stand contractors, fire 
authorities, electrical experts, 
interior decorators, floris.s, 
caterers—and wine merchants. 

There were, however, the basic 
points to be settled first. What 
exactly were we = going to 
exhibit? 


Designing the stand 


This simple and obvious ques- 
tion did not appear to have such 
a simple answer. Would our 
present products be obsolete or 
obsolescent when the exhibition 
opened, or would the — better 
ideas our designers had in mind 
be ready by then? No one 
cared to commit himself. 

Next came the design of the 
stand, and a definite parting ol 
the ways. Our engineers -down- 
right, practical men, God bless 
them-—-felt that their creations 
needed nothing more than bare 
boards. 

“Engineers know a good job 
when they see it All your 
frills will make no difference.” 

The publicity boys, on the 
other hand, discussed tone values 
and balance effects. 

“Even jewels require fine set- 
tings, old man. Now, say we 
have an eau-de-ml colour 
scheme And so on. The 
heated discussions became terse 
conferences. Week after precious 
week of lobbying rolled relent 
lessly by until the inevitable un- 
comfortable compromise — was 
reached. 

A stand contractor was now 
put on the scent. He was the 


The author of this article, W. D. Pereira, 
is an aeronautical engineer who, for many 
years, has been on the sales side of the 


industry. 


man who had to convert our 

brainstorms into beaverboard. 

He tore to pieces all our 

previous ideas. 

He kept bringing 
little snags about 
always required an immediate 
decision. At the same time, we 
were either pushing or pursuing 
the exhibits through the work- 
shops as well as writing leaflets 
and brochures, taking photo- 
graphs, keeping the technical 
press happy, and arranging hotel 
accommodation. 

If these initial preparations 
had been mildly unpleasant, they 
were nothing compared with the 
nightmarish scenes at the exhi- 
bition hall. Upon arrival we 
were confronted with queues of 
lorries carrying stand fittings and 
semi-dismantled exhibits. 

Our lorry, of course, was at 
the wrong end of its queue. 

“Gatekceper, when do you 
think that lorry down the road 
will get in?” 

“To-morrow if you're lucky.” 

It was at this stage that we 
learned that every man does 
have his price—in_ cigarettes 
By such means queues were by- 
passed, crane drivers and their 
sinister gangs attracted, lift men 
made obsequious, painters and 
electricians mollified—until a 
better briber arrived. 

Inside all was confusion. 


up nasty 
which he 


Ever-changing scene 


Motor trolleys carrying fan- 
tastic loads hurtled about the 
wire-strewn floor. Men with in- 
credibly long ladders miraculous- 
ly kept missing men with 
incredibly full pots of paint 
Every time we looked up the 
scene around us had _ altered 
New walls had been put up. 
New colours had appeared from 
nowhere. 

As the opening day = ap- 
proached, the tempo increased 
We had to work late every night 
because everyone else seemed to 
be doing the same Things 
began to go wrong—first the 
little things, then the big things 


714 


Participation in a 
trade exhibition is 
a serious and 
worrisome  under- 
taking. It can, how- 
ever, he very 
profitable and well 
worth the trouble 
involved. 


The sales literature 
lost in transit. 
up “insurance.” A _ non-union 
man was seen doing a union 
man’s job. Packets of cigarettes 
flowed freely. Tempers were 
frayed. 

The night before opening day 
was Bedlam. So was the actual 
morning until loudspeakers 
ordered all workmen out before 
the arrival of the V.I.P. who was 
to open the exhibition. 

Everything looked wrong 
with the stand. In fact, it was 
three days after opening day 
before we settled down. Our 
executives and directors bore 
down on us in droves to make 
appropriate comments. 

“You should have provided 
more cigarettes.” 

“Where's the whisky?” 

It was not until the initial 
hustle was over that we learned 
the real lessons the exhibition 
held for us. First and foremost, 
we understood that it was fatal 
to avail ourselves of the ample 
liquid refreshments _ provided. 
The visitor would drink and be 
grateful, we would sip and 
regret; for whereas he could go 
home and sleep it off, we might 
have another eight or 10 hours 
of duty ahead of us. The same 
applied to cigarettes. They had 
to be rationed—-or loss of voice 
would invariably coincide with 
the arrival of the most important 
customers. 

These were the simpler lessons 

along with removing from the 
reach of the locust-like school- 
boys all the expensive brochures, 
chasing the stand cleaners and 
floral contractors every morning, 
and keeping careful records of 
all customer contacts 


had been 
Someone brought 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 
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Cusiomers! Yes, customers 
were the real reason for our 
being there. They came in a 
steady stream from early in the 
morning until late at night—in 
ones and twos and dozens, from 
all over the country, from all 
over the world. Other types also 
Put in appearances, but we will 
come to those in a moment. 

Selling highly specialised en- 
gineering products is not like 
selling toothbrushes. No one 
says, “I'll have 10 of those 
electro-hydraulic units,” = and 
hands over a cheque for £5,000. 
The initial contact must first be 
made, fostered, an easy running 
liaison established and then, per- 
haps, in two or three years’ time, 
after his designers and account- 
ants have conferred with ours, 
only then—perhaps—is a con- 


tract signed. 

Moreover, highly specialised 
engineering is made up of a 
series of small fields in which 
everyone knows everyone else. 
One must be careful. A careless 
answer to a careful question may 
save competiiors months of 
work. Furthermore, everyone is 
applying different approaches to 
the same problem because of 
patents. Everyone has his pro- 
portion of technical advantages 
and disadvantages. The sword 
play of technical salesmanship is 
very fine indeed 

At trade exhibitions it is not 
necessary to attract visitors to 
the stand by violent means or to 
molest them when they begin to 
look over the exhibits. If they 
are interested they will start the 
conversation. 

“That's a unique way of doing 
that.” 

@ Continued on page 718 
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ADVERTISER'S WEEKLY 


Review of Advertising 


Those big bad 


scientists 


UITE early in the 1920's 
the New York office of 
Lord and Thomas published a 
litthe book called Scientific Ad- 
vertising by Claude C. Hopkins 
the copywriter whose auto- 
biography is surely the most 
interesting and _— stimulating 
book ever written about our 
trade. 

Scientific Advertising was pro 
duced to further the interests of 
the agency, and one must re 
member that prospective clients 
were a great deal less sophisti 
cated than many we are likely 
to find knocking on our doors 
to-day. But it was by no means 
a piece of competitive special 
pleading. In perhaps 100 pages 
Hopkins had simply — written 
down in the most forthright style 
his personal idéa of what adver- 
tisements should say, what they 


By COPYTASTER 


should look like and where they 
should appear. 

His thesis was lucid and 
commonsensical, and so well- 
argued that scarcely anybody in 
those days would be likely to 
disagree with it. And as far as 
I remember there was not a word 
about the agency until the last 
chapter, where it was mildly 
suggested that these were the 
beliefs and practices of the Lord 
and Thomas agency, and any 
reader who liked the sound of 
them was welcome to come and 
have a chat about it. 

Lord and Thomas no longer 
exist, but it is interesting to hear 
that Scientific Advertising has 
been recently reprinted in the 
United States, and also that it 
has been published as a series 
of articles in a trade paper over 
there. It is hard indeed to 
imagine that any other agency in 
the world has published a pros- 
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® A mans advice on what to give a man 
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pectus of such lasting interest 
and value. Most prospectuses 
talk far too much about the 
“factory” and not nearly enough 
about the goods produced and 
what they could do for a pros- 
pective client. 

To me the most fascinating 
thing about the Hopkins booklet 
was its title, for | was a fugitive 
from a scientific career, and it 
seemed that in advertising I had 
got as far away from science as 
it was possible to go. Could it 
really be catching up on me? 
From that day to this I have 
looked anxiously over my 
shoulder, but in spite of many 
a shout and rumour I have yet 
to see any serious danger of 
what a writer recently described 
as “copy-pollsters and raters who 

seek to drag down to a lowest 
common denominator the in- 
spiration of the writer and to 
emasculate his powers.” 

My own experience of the 
pollsters and raters is the exact 
reverse of this. Like squirrels 
they assemble a vast and Fe- 
wiidering collection of figures-—a 
collection that grows bigger and 
more unmanageable every weck 

and show almost no inclina- 
tion to digest, collate or ration- 
alise the results in any way 
whatever. Far from “seeking to 
drag down the writer's inspira- 
tion” they simply ignore him, 
and in most instances he returns 
the compliment 

This is really rather regret- 
table, for if the pollsters’ figures 
are carefully interpreted and 
intelligently used they can be a 
great help rather than a hindrance 
to people who create advertise- 
ments. Those who shout about 
the horrors of copy-testing al- 
most invariably turn out to be 
people who have no experience 
or no faith in their own work. 

It happens that, so far, I have 
always found that when I was 
proud of an advertisement the 
copy-test confirmed my view, 
and when the client murdered 
one, the copy-test pronounced it 
dead What could be more 
pleasing than that? 

* * ok 

ONE of the most striking 

Christmas advertisements must 


Would any woman be persuaded 
by such a copy line? 


surely have been Ronson’s half- 
page. The headline is excellent, 
and the monkey on the model's 
shoulder must have attracted an 
abnormally high number of 
readers. It always seems a pity 
when a gimmick like this is not 
followed through to the point of 
sale with special display material 
in order to get full value from it. 

Unfortunately the copy seems 
as repulsive as the layout is 
attractive. Women are peculiar 
people, and usually they are 
singularly insensitive about 
literary style, but do you know 
any woman who would be per- 
suaded by this :— 

“Listen, my pet. For the 
love of Mike do give those 
rather quaint ideas of yours a 
miss this Christmas, please. In 
return I promise to make you 
the No. 1 gift-giver on any 
man's Christmas list.” 

Such cosy button-holing of the 
reader is neither convincing nor 
persuasive, and I find it rather 
impertinent. Such an excellent 
layout deserved better than this 

oe * * 

THE advertising agency that 
produced the big reader adver- 
tisement for Formica (page 718) 
is proud of it, and I really don't 
see why it should not be. All 
experience leads one to believe 
that even the most brilliant head- 
lines are less effective than good 
pictures in attracting readers, but 
if there is any exception it will 
surely occur in papers like “The 
Times” and “Manchester Guar- 
dian,” since their readers are 
obviously gluttons for words. 

The man —surely a man—who 
wrote the Ronson copy would 
do well to study Formica’s and 
learn how to be lively and 
friendly without a_ hint of 
offence. It is enjoyable from 
end to end, but I think the most 
pleasing part is the paragraph 
called “There must be a snag” 
with its mild reference to the 
comparative cost of 
authoritative materials.” 

I have always maintained that 
it is a mistake to have divided 
aims in an advertisement, for it 


@ Continued on page 718 
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AN IMPORTANT 
TAKE-OVER 


FROM TOMORROW, I JANUARY 1954, the Commercial Advertisement 


Division of the British Transport Commission are taking over responsibility for the 
letting of all advertising sites on properties, rolling stock and road vehicles on the 
London Midland Region of British Railways. ‘These sites were previously handled 
by Messrs. W. H. Smith and Son Ltd. and Frank Mason Ltd. 

The take-over is also effective from the same date for all sites on the Scottish 
Region of British Railways formerly handled by Messrs. Macduff & Co. Ltd. 

From now on, enquiries for sites 

ON ALL REGIONS OF BRITISH RAILWAYS 


as well as for other British Transport advertising sites on London ‘Transport 


railways and road vehicles, Provincial & Scottish buses and British Road Services 
delivery vans—may be made to: 


COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION, CRANBOURN CHAMBERS, LEICHSTER SQUARE STATION, W.C.2 
TELEPHONE: TEMPLE BAR 3499 


or to THE ADVERTISEMENT MANAGER (SCOTLAND) 


BRITISH TRANSPORT COMMISSION, 7 CASTLE TERRACE, EDINBURGH I IELEPHONE: FOUNTAINBRIDGE 5222 
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How 
to save 
money 


on buying © 


good 
print... 
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Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “ contingencies ”’ 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That's why 
we can quote a keen price 
and still maintain our quality, 
noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels ¢ Box tops 
Fancy cartons e Showcards e Calendars etc. 


We are particularly well-equipped for long 
runs and repetition work. 


A HUNDRED OR TEN MILLION 


SS NPNN Naan eeTTT 


THREE TYPES 


METCRAFPT: Real metal, 
heavily embossed. Bronze, 
copper, aluminium or col- 
oured, Stick-on or tie-on. 
* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour. Your 
requirements for size and 
design can usually be met. 
* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Samples and prices gladly 
sent on request. 


oe 


Anes 


Walsall 
Lithographic 
Co. Ltd 


MIDLAND ROAD 
WALSALL 
WALSALL 3121 


29 LUDGATE HILL ~ LONDON - EC4: CITY 7357 
55 MARKET STREET ‘ MANCHESTER 3- BLACKFRIARS 4874 


® THOSE BIG BAD SCIENTISTS -continued 
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is very easy to lose the sub- 
stance for the shadow. The 
copywriter here seems to be 
hoping to get it both ways—to 
ot Formica in bulk to any 
manufacturers who happen to be 
listening, and at the same time 
to sell it in penny numbers to 
ordinary readers. Yet I think his 
heart was really with the big 
potential users all the time, and 
I think he is far more likely to 
have convinced them than the 
little men. 

Would it have ruined the ad- 
vertisement to display the pro- 
duct’s name and description in 
a modest panel at the end of the 
last column? With a new and 
more or less unknown product 
like this it seems a pity to miss 
any chance of stamping the 
name on people’s minds, and it 
would need a galloping pollster 
in all his glory to convince me 
that a modest display of the 
name would sink the boat 
After all, for every man who 
reads the copy there will be two 
or three who notice the headline 
but proceed no further. Must 
they all go ignorant away? 

* * * 


A READER is puzzled about the 
advertising for Milo Cup of 
Health, and he certainly seems 
to have put his finger on a tender 
spot. “What the deuce is it?” 
he asks. “Cup of Health rings 
no bell with me: it could be 
anything from  bisurated mag- 
nesia to Epsom salts. Milo con- 


Should 
DIRECTORS 
wash dishes? 


| 


This advertisement for Formica 
is regarded by Copytaster as 
enjoyable from beginning to end. 


tains ‘much that is good for you’ 
but so does a draught of vege- 
tadle juice. The stuff is not only 
a cup of health but a cup of 
comfort; but when will the copy- 
writer come down to brass tacks 
and say what's in it? He knows, 
but he’s taking good care that 
nobody else does.” 

I agree; no product is so well 
known that you can assume the 
whole country has heard all 
about it. 


©A BEGINNER’S GUIDE TO EXHIBITIONS 


oe 
Cs 


“Have you an agent in Aus- 
tralia?” 

“I represent a Belgian mining 
company and...” 

Cards are exchanged, a 
cigarette offered and accepted, 
drinks poured. 

“Did you know Mackenzie?” 
Of course. What's he doing 


Perhaps half an hour later 
the cordial conversation is con- 
cluded with promises of visits to 
each other's firms. The contact 
has been made. The liaison is 
ae beginning. It has to be 

ept alive. 

But for the exhibition, it 
would never have started. 

Exhibitions, however, attract 


—continued 
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While the stands 
are going up the 
scene is constantly 
changing. The 
night before the 
opening day is 
usually like Bed- 
lam. Yet an out- 
lay of hundreds of 
pounds can bring 
in orders valued 
at hundreds of 
thousands. 


other kinds of custom. First of 
all there are the agents. They 
state that they know of someone 
who is looking for a product 
exactly like ours. That someone 
is always of fabulous character. 
And nebulous. 

Thus the exhibition runs its 
course, the workmen descend on 
the stand and demolish it, the 
lorries load up and drive away. 
After the feast comes the reckon- 
ing. The bills come in droves. 
Executive eyebrows are raised 

Our participation has cost 
hundreds of pounds, but our 
future sales should bring in 
hundreds of thousands’ of 
pounds. What more can one 
want in business? 
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MIRACLES 
DO 
HAPPEN 


advertising 


SEE OVER 3 


— ae ee : | 7 bes a Z e ; ve : : : 
DECEMBER 31, 1953 719 ADVERTISER'S WEEKLY 
| , 


ADVERTISER'S WEEKLY 720 DECEMBER 31, 1953 


=— an increase 
in size of 40/ G@ 
no increase in 
VPATECS..00- 


That’s history if you like. But after all, 7/e 


Marine Iinvineer and Naval Architect is an historic 


journal. First published in 1879, it is the foremost 
marine technical journal in the world. From 
January, it increases its page size to 10” by 7” 
with a bleed-off size of 11}” by 88”. This change 
should please everybody concerned with advertis- 
ing to the shipbuilding and ship-equipping field 
and whose job it is to get products, methods and 
services to the men who really make the big 
purchasing decisions. 

Particularly should it please the man who has 
to foot the bill. 

We repeat, the already low advertisement rates 
are unchanged. 


The Marine 
Engineer 


AND NAVAL ARCHITECT 


ONE OF THE WHITEHALL TECHNICAL PRESS GROUP 


9 Catherine Place, Westminster, London, S.W.1. Victoria 0423 
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1943 


BELIEVE IT OR 
NOTLEY 


DECEMBER 3}, 


HHERE IS the not very Old Master 
that was unveiled before — the 
astonished and delighted gaze of 
Cecil D. Notley at his agency's 21st 
birthday party last week. Peer 
through the undergrowth and you 
will discern the features of the cele- 
brated agent-cum-farmer himself. 

This portrait was reproduced on 
a leaflet, the amusing text of which 
finished as follows: “And now, 
through nobody's fault but his own, 
Our Founder sees the firm come 
of age. And those of us who have 
helped—either one way or a lot 
to sabotage the ideals C.D.N. set 
for himself in 1952 join together in 
wishing him health and happiness 
and in saying with all sincerity—on 
with the notley.” 


* * * 


AFI ER spending three months in 
the United States studying market- 
ing and sales promotion methods 
with Socony-Vacuum Oil Company 
Inc., of New York, D. 
Mackintosh, assistant to the adver- 
tising manager of Vacuum Oil Com 
pany, has just arrived back in 
London 

During his stay, Mr. Mackintosh 
made a particular study of American 
Service stations. He tells me: “The 
Service stations over there are 
generally most attractive and 
run, as one would expect in a land 
where there are SO or 60 million 
vehicles on the road and where the 
market is highly competitive. As 
far as advertising is concerned, the 
garage trade employs local media 
to a much greater extent in the 
United States than it does here. A 
dealer will frequently use both radio 
and television to aid his. selling 
effort.” 


*>Ware designers! 


ADDRESSING 4 Design and 
Industries Association — luncheon 
meeting in Manchester, L. P. Scott 
mused on the fate of the Man- 
chester Guardian should it ever get 
into designers’ hands. 

After the designers had decided 
that the advertisements were too 
crammed, they might perhaps find 


that the editorials were too close 
together, and for want of air put 
about three articles on one page 
with plenty of space in between 
or perhaps with a neat border 
round! 

Ihe designers might even want 
to use colour, thought Mr. Scott, 
though colour printing would be 
rather expensive. Indeed, they 


might colour the paper itself, with, 
say, a purple front page with all 
the news of strikes and such dis- 
asters, blue naturally for the leading 
articles and grey for the financial 
news 

“And what about the shape of 
the paper,’ he went on, “although 
we have always been satisfied with 
a rectangular paper, designers might 
want to make it circular or oval, 
or something more baroque.” 

One of the most important things 
was ink which consisted of oil and 
carbon black If this were no 
longer used the paper would lack 
its unique firelighting properties; the 
rectangular shape was ideal for shelf 
lining, but think what an awful 
effect a purple page would have on 
fish! 


* * * 


Fir ty-FOUR years ago, A. H. 
Clackson attended his first Christmas 
luncheon of the old Fleet Street 
Club. The other day at the Christ- 
mas luncheon of the Fleet Street 
Column Club he heard Andrew 
Milne recall this fact. “Daddy” 
Clackson, Andy called him 
“junior” being, of course, David 
Clackson, who must surely be the 
tallest: newspaper representative 'n 
England 
Until he retired, about 
years avo, Mr. Clackson, 
spent most of his life in Fleet 
Street. In his early days, the late 
‘nineties, he was in the media 
departments of Smiths’ and of 
Mather & Crowther Afterwards 
he was with various newspapers, 
being at different times advertise- 
ment manager with Hulton’s in 
Manchester and of The Guardian 
Before he retired he ran his own 
agency ‘ 
Mr. Clackson lives by the River 
Blackwater in Essex. He is 77 
three years younger than his wife. 


Fresh outlet 
A FRESH outlet for Denis J. 


seven 
senior, 


Garvey’s enthusiasm for work for 
advertising organisations is the Press 
Advertising 


Benevolent Fund 
which is just 
vetting started 
in Dublin. 
Mr. Garvey, 
who is man- 
aging director 
of Janus Ltd., 
iS a member 
of the orga- 
nising 
mittee. In 
1952 he 
helpedto 
plan the first 
Irish =©Adver- 
tising Con- 
ference in 
Cork, and he 
is on the 
committee for the second conference 
which takes place in Galway next 
May. 

Mr. Garvey was a reporter before 
he entered advertising in 1938, and 
since he switched from news to 
advertising he has been an energetic 
member of various Irish bodies con- 
nected with the — business / 
founder-member of the Advertising 
Press Club, he worked as its 
honorary secretary for six years, 
and is a past chairman of the Irish 
Assocation of Advertising Agencies. 
To this list he can add membership 


and 


of the council of the Publicity Club 
of Ireland These activities leave 
little spare time for hobbies, but 
he takes considerable pleasure in 
collecting gramophone — records 
particularly old ones 


'Crazy' is right 


In HIS foreword to Crazy Journey, 
by Alan Hess (Foulis, 12s. 6d.), Sir 
Miles Thomas describes it as “a 
striking example of the courage, 
virility and initiative of the age in 
which we live.”” So it is. It ts also 
a very racy account of the way in 
which Mr. Hess, with two other 
drivers, took an A40 Austin from 
the Equator to the Arctic. 

On page 75 one reads: “The car 
itself was shimmering, untouchable. 
Our own faces, necks and arms 
were burned to leather and our 
bodies were soaked with dust-laden 
sweat. Our throats were parched 
and our tongues and lips so swollen 
that we could not speak.” 

Some 40 pages farther on, one 
reads: “By now, probably because 
we were all pretty tired, we found 
the snow-glare at least as trying as 
we had once found the desert sand- 
glare. Our dark glasses and our 
tinted screen were a help, yet we 
all suifered from neuralgia ee 

Clearly this book is good reading, 
either in a deck chair on a hot day 
or an armchair on a cold one! The 
pictures enhance its vividness 

Mr. Hess has now left Austin's 


Harold Southon presenting, on be- 
half of the staff, a Christmas gift 
to Albert Walker, managing director 
of Reid Walker Advertising Lid 
and Magazine Advertising Litd., at 
the annual Christmas luncheon 


for Portable Balers, but it wouldn't 
surprise me to find that he has 
done an epic journey on a farm 
tractor or combine harvester from 
Wigan Pier to Wapping Old Stairs! 


Contact 
WEEK'S WISECRACK 


“~ 


“Our New Year's resolution 
is not to lose a single 
account— though we may 
have to relinquish one or 
tivo.” 


ADVERTISI NG MANAGER’S CORNER 


DING! DONG! 


When the bells have rung out the old year and you 
wake up in the morning with a ringing noise in 
your head ; when the echoes of all the clangers that 
you dropped in 1953 chime and jingle through 
your brain; when you try to dull the sound of the 
Old Man's final warning that still rings in your 
ears — “Either you ring the bell with your next 
scheme, or Hell's Bells, my boy, you're for it !"’ — 
when you've decided that the ding-dong battle for 
ideas can’t go on any longer, stop! Before you 
hang yourself with the bell-rope, ring in some new 


ideas: RING 


REGent 3295-6. 


distinctive showcards, clever cut-outs by 


HARRIS 


FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET LONDON Wi 
REG 32954 
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A leading London 


and @ 


Direct Mail 


Advertising Agency 


requires 


SENIOR 


COPY WRITER/VISUALISER 


IF vou 


@ can write convincing sales letters 
and copy for Direct Mail sales 


literature 


e can brief others and get their best 


@ can produce rough ‘ visuals’ for 


the studio to follow 


@ have wide experience of handling 
technical and non-technical 


accounts 


@ are used to contact at Director 


level 


@ have a knowledge of typography 


and production 


@ can organise a growing department 


@ are aged between 35 and 45 


opportunity . 


... write fully, giving details of your career, 
the type of accounts on which you are now 
working, salary required and age (do NOT 
send specimens of work) to: 


MANAGING DIRECTOR 
BOX 6281 
ADVERTISER'S WEEKLY 
180 FLEET STREET, E.C.4 


are looking for an exceptional 


EES AL RIS TS 


Poly ad manager 


on the move 


A. E. Kirkham, advertising and 
publicity manager, Polytechnic 
fouring Association Ltd., has re- 
signed to become editor of J/ravel 
Trade Gazette, the travel and holi- 
day services weekly. Mr. Kirkham 
joned the “Poly” in June 1950 
from Brighton Publicity Department 
and was formerly editor of a 
Brighton weekly newspaper. He 
has been a member of the publicity 
committee of the Association of 
British Travel Agents § since its 
formation. Miss Jean Stanger has 
been appointed assistant editor of 
Travel Trade Gazette. A tormer 
P.R.O. with de Havillands and 
Trans-Australia Airlines in Sydney, 
she has been associated with the 
paper since it was launched by 
former Daily Express man Leslie 
Stone in March. 

* * * 

Stuart C. Kerr, G. S. Royds’ 
overseas executive, has returned 
irom a business tip to Holland, 
Western Germany, Austria and 
Hungary. 

oo * a 

John P. Winn, public relations 
consultant and author of the B.B.C. 
quiz feature ““What do you know?” 
was marricd at Caxton Hall last 
week to Joan Clark, the  pro- 
vramme’s producer. 

* * * 

Sheila Usher has been appointed 
a director of Alfred Bates & Son 
Ltd. She has been with this agency 
for 25 years and, since the war, in 
charge of administration. 

* * 

F. G. Wilks, executive in charge 
of the display and exhibition section 
o! the Esso Petroleum Company 
Lid., is retiring after serving more 
than 40 yesrs with the company. A 
founder member of Esso’s adver- 
Using department, Mr. Wilks has 
been closely associated with every 
major marine, aeronautical, indus- 
trial and agricultural exhibition in 
this country for the past 30 years. 

* * * 

Donald — Balme, formerly _ oi 
Stowe & Bowden Ltd., and Ash- 
burners Ltd., who joined the Leeds 
staff of Nevin D. Hirst (Adver- 
tising) Ltd. in June, has recently 
been appointed account executive, 
and has been joined by Roland 
Holt, who will be a chief visualiser. 


At the Christmas party of Individual 
Artists, Maddox Street, London. 
| Left to right: Mrs. E. Williams, 


J. Quillfeldt and Miss Ruth 
Shackel. 


December 31, 1983 


Humphrey D. Dammers, adver- 
tising manager of Richard Hudnut 
and associated companies, is visiting 
Canada and the United States early 
in January to discuss future 
developments at the head office of 
Richard Hudnut in New York 
Mr. Dammers will also be attending 
the Canadian branch sales confer- 
ence in Toronto. 

* * * 

Colin Mann has left Lintas In- 
formation Services Ltd. and as from 
to-morrow (Friday) will be with 
LE. D. O'Brien, public relations con- 
sultant. His responsibilities at 
Lintas are being taken over by 
Mrs. Gina Franklin, a director of 
Lintas Information Services 


At the Christmas Party given by the 
directors and staff of Donald Mac- 
donald (Advertising) Ltd., in Man- 
chester. Left to right: D. Mac- 
donald, T. G. N. Pearce (Kemsley 
Newspapers), W. Thompson (/liffe 
& Sons Ltd.), T. Manley (Jesse 
Broad & Co., Ltd.), and Mts. 
Macdonald. 
* * * 

R. M. Godin, formerly with D. J. 
Keymer & Co., and Willing’s Press 
Service, has joined Roles & Parker 
Ltd., as print assistant responsible 
tor progress control 

* * * 

At the annual staff dinner of 
(seorge Outram and Co., Ltd., pro- 
mt of The Glasgow Herald and 
allied papers, long-service awards 
were made to James Armour, secre- 
tary (SO years’ service), a refrigera- 
tor; Thomas P. Inglis (retired). 
formerly editor, Evening Times (43 
years), gold watch; and C A. 
Hineman, machine-room foreman 
(retired after 46 years), binoculars. 
Presentations were made by A. 
Macgeorge, chairman of directors. 

* * * 

Russell Adams, chief hoto- 
grapher of the Gloster Aircraft Co., 
has been elected a Fellow of the 
Royal Photographic Society. 


OBITUARY 
G. N. Hamilton 


Guy N. Hamilton, for many years 
editor of the Rutherglen Reformer. 
has died aged 68. He was chair- 
man of the printing firm of Baird 
& Hamilton Ltd., Airdrie, which 
owns two weekly newspapers—the 
Airdrie & Coatbridge Advertiser and 
the Rutherglen Reformer. 


‘ . 
R. O. Cripps 
Reginald Otho Cripps, for 25 
years an independent commercial 
artists’ agent, died early on Christ- 
mas Eve at the age of 60. 
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NO NEED TO SELL IN CANADA 


= Kinky’ 


THE CANADIAN CONSUMER SURVEY 
OF 1953 is one of many ways in which 


the Canadian Daily Newspaper Assoc- 
iation has helped manufacturers of con- 
sumer goods to plan their Canadian sales 


efforts with their eyes open. 


The 1953 Consumer Survey, which has Turner Limited who export Andrews 
just been published, is the fifth in a Liver Salts to Canada: 

series which has received wide inter- 
national acclaim. Like its predeces- 
sors, it gives a detailed statistical report 
on Product Usage and Brand Prefer- 
ences of Canadians in 56 cities and 
towns from Newfoundland to British 
Columbia. Over 200 consumer 
product classifications are dealt with, 
and figures are given for many brands 
exported from Great Britain. 


“I would not like to return to England 
without expressing . . . my sincere 
appreciation of the Consumer Survey. 
It is nearly three years ago since I first 
turned my eyes towards the Canadian 
market. In the early days, my chief 
difficulty was to discover an accurate 
assessment of our strengths and weak- 
nesses. To my surprise and delight, ! 
found that your Consumer Survey pro- 
Here, for instance, is an excerpt from vided exactly what I wanted, and since 
a letter to the C_DN.A. from J. T. then 1 have used it as my ‘bible’ 
Muse, Marketing Manager. Scott & along the road.” 


The 1953 CANADIAN CONSUMER SURVEY provides a 
valuable yardstick of competitive performance in the Canadian 
market. Copies may be obtained for £2 each by writing Box 301, 
“Canada Review,” Manfield House. 376 Strand, W.C.2. 


CANADIAN DAILY NEWSPAPERS ASSOCIATION 


|. H. Macdonald, General Manager, 55 University Avenue, Toronto, Canada 
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‘Times Weekly Review’ new format 


In the New Year the columns of 
The Times Weekly Review wil! be 
lengthened by nearly three inches, 
and the number of pages will 
usually be 20, giving approximately 
the same total area for contents as 
24 pages of the present size 
Additional pages will be provided 
from time to time for surveys of 
special subjects 

x kK 

Newsweek invited London book- 
stall managers, their wives, and 
children to a Christmas Party at 
Bertram Mills’ Circus last week 
Over MO people were entertained 
Fach received a parcel of refresh 
ments labelled “Newsweek food 
for thought.” All bookstall mana- 
gers in central London were sent 
sample bottles of whisky, labelled: 
“Newsweck retreshe s, Newsweek 
stimulates.” 

* * Se 

January issuc of the Tail-Wagger 
Magazine has been devoted to dogs 
from the “Lands of the Snows.” 

a aa + 

Production Efficiency, as from the 
January issue, will be increased to 
42 pages lechniview Publications 
Lid. say their plans for another 
journal will be announced soon. 

4K Bo ar 

The 1954 edition of Benn’s En- 
cyclopedia of Hardware is a record 
sublication of 1,200 pages, including 
'W pages of display advertisements 
Five guide cards facilitate reference 
to sections and there 1s a revised 
buyers’ guide of 146 pages printed 
on blue tinted paper 


F. & C. can print 


Publications News and Notes 


With the publication of its Indian 
edition, The Reader's Digest now 
has 29 editions with a total monthly 
sale of more than 174 million. The 
India edition, which ts printed offset 
litho, has a guaranteed sale of 
40,000 and the first issue has 32 
pages of advertising. 

* ~ 

First instalment of Years of the 
Locust, a new novel by Raymond 
H. Belton, will appear in the 
Christian Herald on January 16. 

x a K 

The 195 Irish Review and 
Annual, published as a supplement 
to the Irisk Times to-morrow (Fri 
day, January 1) will consist of && 
pages plus cover Many leading 
advertisers have taken space 


Advertisement record 
December issue of The Engineer's 
Digest contains, for the first time, 
1) pages of advertising, including 
20 pages in colour. The renewal 


percentage has been higher than 
ever before 
oe co of 
The Irish Hairdressers’ Journal 


has been acquired by Mrs. E 
Power, Baldoyle, Co. Dublin, and 
the name changed to The Irish 
Hairdresser and Beautician, the size 
has been increased from 16 to 28 
pages, but the octavo format re 
tanned. The journal will be pub 
lished monthly. The J/rish Hair 
dressers’ Journal was owned and 
published by T. F. Egan. 


it for you 


quickly and well, by letterpress 


and offset lithography... 


with all our Plant we plan for 


you, with all our Staff’ we serve. 


FOSH & CROSS LTD 


for booklets, folders, maps, posters, painting books, 


broadsheets, 


showcards, 


‘catalogues, _ periodicals 


also BLOCKMAKERS, BINDERS, EMBOSSERS, MOUNTERS 


80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 1731 (10 lines) 


Telegrams ‘Printrade’ London 


| 
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Designed by Royman Browne, of 

Dorset House publicity department, 

this poster is appearing on 750 
Underground stations 


Trading conditions and pros- 
pects in modern China are the sub- 
ject of a special article in’ the 
December issue of Far East Trade, 
— by Millington Publications 

td 
Pa + * 


The February issue of Stitch will 
include a section on sewing machin- 
ery. Leading manufacturers are 
booking space. 


Easier to handle 


The 1954 edition of Holiday 
Fanfare, published by the News 
Chronicle, price 6d. has been 
altered, at the request of the trade, 
to a hander size for display 
15 in. x 12 in. There are separate 
sections on most Continental coun- 
tries, and features on cruising, cara- 
vanning, camping, and music and 
drama festivals. Double-crown bills 
are available to retailers 


tk tk * 
Sheffield Chamber of Cormmerce 
will publish a monthly magazine 
Quality of Sheffield in January. 
* h ok 


From the New Year The Marine 
Engineer and Naval Architect in- 
creases its page size by 40 per cent 
to 10 in. x 7 in Advertisement 
rates remain unchanged. 


tyr al yy 4 , 
ADVERTISING DIAR) 
Tuesday, January § 

British ASSOCIATION OF INDUS- 
TRIAL Eprroks (London and Home 
Counties  Rewion) Debate on 
“Inside or outside editing.”’ Shaftes- 
bury Hotel 1 p.m. 

REGENT ADVERTISING CLUB, H. O. 
Smith on “Typesetting.” 


Display PRODUCERS AND SCREEN 
PRINTERS ASSOCIATION (Northern 
branch) Annual meeting. Old 


Nag’s Head Hotel, Manchester 2. 
7 om. 
Wednesday, January 6 
ADVERTISING CLUB OF OXFORD 
P. H. Whitney-Coates on “Display 
as an instrument of selling.” City 
Restaurant, 6.30 p.m. 
Thursday, January 7 
Pustictry CLup or Leeps. W. 
Diggle on “Ol Industry." Great 
Northern Hotel 6.30 p.m. 
MARKET RESEARCH ASSOCIATION 
lunch, Gordon Russell on ‘Design 
and the consumer,” 
Friday, January 8 
LiverPoot anp Distrricr Pustt- 
crry ASSOCIATION. Speaker: Lt-Col. 


P. G. R. Burford. Constitutional 
Club 
Pousuiciry CLUB or GtLascow 


(luncheon meeting). Lord Malcolm 
Douglas-Hamilion, M.P.. on “The 
development of the Highlands.” 
Grosvenor Hotel, 


DEcEMBER 31, 1953 


We Hear 


Torquay Corporation hospitality 
committee extended an invita- 
tion to the Advertising Association 
to hold its conference in Torquay 
in 1955 or 1956. 

* * 

In a seven-point programme for 
1954 the Mayor of Folkestone 
suggests a full-length colour film of 
South-East coast resorts and Canter- 
bury to be shown all over Britain 
and in principal cities and towns 
overseas. 


x * ” 

Business Publications Ltd. and 
associated companies held a_ very 
successful staff party on a | 
last week, at the Shaftesbury Hotel, 
London. 

* o* * 

The story of book and newspaper 
production and distribution is given 
in illuminated pictures on the stand 
of W. H. Smith and Son at the 
Schoolboy’s Own Exhibition. 


Not so soft 


Soft drink manufacturers in Aus- 
tralia are considering a co-operative 
advertising campaign. 

ok aK x 

The Chief Constable of Birming- 
ham (E. J. Dodd) was guest-of- 
honour at the Birmingham Gazette 
and Despatch Sports and Social 
Club for the presentation to drivers 
of £5 cheques for safe driving. He 


complimented the drivers on an 
accident-free year. 
* * 6 


“Flight embracing the world” is 
the theme of a symbol designed b 
Robert Brandon & Partners Ltd. 
for their clients, Skyways of 
London. 

* * 

Lyme Rezis is to spend an addi- 
tional £100 on press advertising this 
year. 

* * * 

Nominal capital of Display Cratt 
Ltd., has been increased and £8,000 
additional share capital has just 
been issued, as a bonus issue, bring- 
ing the total issued share capital 
up to £40,000 


Grasping ‘gaspers’ 


A second “‘tease’’ Rotair for 
Capstan cigarettes has been made 
by the Miles Griffin Co. for W. D. 
& H. O. Wills in which the constant 
offer of a Capstan can never 
xrasped. 


ok * aK 

Maurice J. Seymour is again press 
officer for the National Exhibition 
of Cage Birds and Aquaria—now 
the largest of its kind in the world 

at Olympia on January 7, 8 and 9. 
Altogether 8.324 birds will be on 
display, an all-time record, as well 
as many varicties of cold water and 
tropical fish. 


* * 

The World Christian Digest is to 
sponsor a copy in colour of the 
religious film “I Beheld His Glory,” 
now at the New Gallery. At 
present only two colour copies are 
in this country. One is kept as a 
“master” and not projected. 

tk ok of 


The Christmas card of Regina 
Studios (Signs & Displays) Ltd. was 
silk screen printed with Cellon’s 
Cerrics on ickenson’s Evensyde. 


It was taken from an_ original 
drawing of a rural scene. 
of * * 


Glovers Advertising Ltd. and the 
Bristol branch of C. & E. Layton 
Ltd. met in a_- skittle match. 
Glovers won by 25 points. 
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Unequalled in Kent 


9 Ne 

| Order 
3 Stereos 
§ Account 


=I 18,121 wvastty bees Outen 
Associated Kent Newspapers 


Accounts Office _ 
30 High Street, Chatham (Chatham 2213) 


SALES MANAGERS 


Your company relies upon 
you’ to 


increase sales 


Better results will be obtained by your 
Representatives in BOLTON AND 
DISTRICT if the goods you sell are 
advertised in the 


BOLTON EVENING NEWS 


€. W. Player, Led., 30 Fleet Street, E.C.4 

(Cencral 2786) Fight out of ten homes have this News- 
paper delivered to them every day. 
Your company's message is seen and 
read. 


Local stockists will tell you it pays 

to advertise in the 

BOLTON EVENING NEWS 
A.B.C. DAILY NET SALES 83,575 


21/- 


Per Column 
Inch Flat 


TILLOTSONS NEWSPAPERS LTD. 
MEALHOUSE LANE 6, ARLINGTON ST. 


BOLTON LANCS LONDON S.W.1 


Telephone: Bolton 1993 Telephone: GRO. $220 
Advt. Manager: Wm. Sheppard London Manager: C. A. Miles 


i te te tt i i i i i i i i i i i i i i i i i i i 


ess printing ot 
d posters 
ten- 


i he letterpr 
uiries for tne ev coues an 
“an vee leaflets, catalogues nal at 


will — a the London Manager. 
London Office :— 


32 SHAFTESBU RY “ E 
Telephones : GERrard © 


Mays on Shouse ; 
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EXHIBITIONS 
DISPLAYS 


SILK SCREEN 
PRINTING 


AND 


PERSPEX 
FABRICATION 


MERCURY 
DISPLAYS 


LIMITED 


WORKS & ADMINISTRATION 
EASTWOOD STREET, S.W.'6 
Tele: STREATHAM 4245 
HEAD OFFICE 

171, NEW BOND STREET, W.1. 
Tele: GROSVENOR 871i 


ferraniacolor 
FILMS 


FERRANIACOLOR is the latest and most thril- 
ling colour process for professional and amateur 
photographers, yielding beautiful transparencies in 
natural colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a couple of 
hours after making the exposures—no longer is it 
necessary to wait several days, or weeks, whilst films 
are being processed by a centralised laborator) 
Ferraniacolor films are available in 35 mm. 20 exposures, 
in «w 11 4d. plus 3 lid. P.T. (refills 810d. pius 
3)- P.T.) or F20 roll films @ 9/ Id. plus 3 2d. P.T. 

For free booklet: “How to Use Ferraniacolor Film'’ send a 
postcard to Neville Brown & Co. Ltd.. 77 Newman St., W.! 
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244 HIGH HOLBORN. LONDON. W.C.1 
Telephone > HOLborn 8074 (4 lines) 
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ADVERLISER'S WEEKLY 


Mechanical World 


and ENGINEERING RECORD 


EMMOTT & CO LTD ~~ 50 TEMPLE CHAMBERS - TEMPLE AVENUE EC4 
Manchester Office : ce KING ST WEST . MANCHESTER 3 


rConsistent High Quality with 
A SPEEDY RELIABLE SERVICE 


«* Multilith’’ and Rotaprint Users 
mon only kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- 
BILITY—which is the kind of service thot Strand , 
Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle TER M I N U 5 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure of ——. 
wom Le pos attention to every detail . 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON ROAD - LONDON - €E.C.I 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. —_ Full details from 


CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON, E-C-4 
centra! 281i 
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aN 
why the HOME COUNTIES 

SILK cox ARTS L'? 
97 SHIRLEY ROAD. CROYOON pretest Mealy Pe 
AOOISCOMEE 3648-0 eleven individual LOCAL 
anes) GRACt SPEEDY SERVICE newspapers is still the 
CLEAN ¢ Swany, \ aeeess ; dominating advertising 
_ OLO force in Beds, Herts and 
DAY- PRINTERS | | Bucks—and then be sure to 
—— | | include the GROUP in your 
1954 publicity campaigns. 
HOME COUNTIES NEWSPAPERS GROUP 

Represented in London by 


WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 


PADDINGTON 
ADVERTISING 
COMPANY 


| 
37 SPRING STREET W.2. 


| 
| 
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Government announce agents for 


1954 campaigns 


Ihe Central Office of Informa- 
tion have announced the agents 
who have been appointed to 
handle Government advertising 
for the next financial year which 


| starts on April |. The appoint- 


ments are: 

S. H. Benson Lid.—Press and 
poster advertising for the Royal 
Navy, Fleet Air Arm, W.R.N.S., for 
the Admiralty, and press advertising 


' for the economic information (pro- 


ductivity) campaign of the Board of 
Trade. 

London Press Exchange Lid. 
Press advertising for the Regular 
Army. 

G. 8S. Royds Ltd.—Press advertis- 


| ingforthe W.R.A.C., Q.A.R.A.N.C., 


and recruitment of nurses. 
T. B. Browne Ltd.—Press adver- 
tising for the Reserve Army (Terri- 


| torial, Home gy and Army 


Emergency Reserv 
Outdoor Publicity ‘Ltd. —All poster 


| advertising by the War Office. 


Masius and Fergusson Ltd,— Air 
Ministry press advertising. 
A. W. Newton Ltd.—Poster ad- 


* vertising for the Air Ministry. 
The 


J. Walter Thompson Co., 
Ltd.—Ministry of Food press 
“eens 

Charles F. Higham Ltd.—‘Lend 
a hand on the land” press cam- 
paign by the Ministry of Agriculture. 

C. Vernon and Sons Ltd.—Cable 
and Wireless Services press advertis 
ing by the General Post Office. 

S. T. Garland Ltd.—Diphtheria 
immunisation press advertising by 
the Ministry of Health and Scottish 
Office. 

Saward Baker and Co., Ltd.- 
Ministry of Health and Scottish 
Office poster advertising, poster ad 
vertising for C.D. and N.H.S.R., 
Road Safety press advertising by the 
Ministry of Transport and Board ot 
Trade Services to Exporters press 
advertising. 

C. Mitchell and Sons Ltd. 
Ministry of Health press advertising 
for the National Hospital Service 
Reserve (England and Wales). 

Everetts Advertising Ltd.—Civil 
Defence Recruitment press advertis- 
ing for the Home Office and 
Scottish Office. 

John Haddon and Co., Ltd.- 
Recruitment of women teachers 
ress advertising by the Ministry of 
abour. 

Armstrong Warden Ltd.—Press 
advertising by the Ministry of Pen 
sions and National Insurance. 

Osborne Peacock (Glasgow) Ltd. 

Harvest Help press advertising by 
the Scottish Office. 

Dorland Advertising Ltd.— Export 
Credits Guarantee Department press 
advertising. 

Serv Advertising Ltd.—Press 
advertising for the Central Office of 
Information, including exhibition 
publicity. 

Wide Publicity Ltd.-Posters for 
the Central Office of Information 


Pepsodent moves 
in February 


The J. Walter Thompson 
Co., Ltd., have been appointed 
agents for Pepsodent tooth- 
paste. The appointment is 
effective from February 19, 
1954. Pepsodent toothpaste 
is one of the largest accounts 
in this field. Over £55,000 
was spent on press advertising 
during the first nine months 
of this year. 


Cheese from Finland 


K. J. Liebmann have been ap- 
pointed selling agents in this 
country for Valio cheese, product 
of the Finnish Co-operative Dairy 
Association. No advertising is con- 
templated at present but = any 
campaign will be handled by 
Liebmann’s agents R. F. White and 
Sons Ltd. 


How advertising can 
accelerate sales 


[he manufacturer must ‘‘sell’’ his 
advertising to the retailer. 

Stressing this point in a talk to 
the Robbialac Sales Conference re 
cently, Dr. Harold Whitehead, 
deput ——-, Jenson & Nichol 
son Ltd. said: “You go to a 
dealer and show him the spread of 
the advertising that is being done, 
particularly in his area. He is pre- 
pared to co-operate because he be- 
lieves that this will help his demand, 
and he immediately supports that 
by another form of advertising—in 
which you can play a very impor- 
tant part—that is, the advertising 
that he can give you in display— 
interior display.” 

He said that he looked upon ad- 
vertising as an accelerator on the 
motor of selling. It enabled one to 
get there a little quicker, a little 
more easily, because the public was 
always receptive to buying some- 
thing of which it knew something 


Philips tableau showed 
shaving contrast 


A tableau featuring the Phili- 
shave dry shaver, manufactured by 
Philips Electrical Ltd., occupied a 
prominent place in a Christmas 
pageant at Cardiff. One side showed 
a top-hatted nineteenth century man 
seated in a barber's chair, his face 
covered with lather; the other half 
showed two men of to-day, re- 
clining in armchairs and, while read- 
ing magazines, shaving themselves 
with the new BI-AX Philishave. 


GOLD BLOCKING 


on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 
AD-STAMPING LTD. 
148 SHOOTERS HILLRD.,LONDON,S.E.3 | | 


GREENWICH 3688 
' 


FABRICATING “ae” 
Hoan me IHluminated 
, ETC. Signs to order 
TRADE INQUIRIES INVITED 
G. FENTON LTD., 
233/5 Westbourne Grove, 
London, W.!! BAYswater 1610 


- % CC 
: ———— Current Advertising — 
: ——ee 
tt __ i = 
au = 
i , = 
"i ue PcG | Pe 
DENMARK § | 
e | 
Bn ee | ’ | 
| ena? 
eZ & _ 
‘i | ae PERSPEX » 
. a ae a 
i | 
| ecicccnme! — —————— 


DrceMBeR 31, 1953 72 ADVERTISER'S WEEKLY 


PRITCHARD, WOOD 


have room 


high up on the ART side 


(We are looking for the cream, ) 


Write, in confidence, to Gerald Butler, Creative Director 


F. C. PRITCHARD, WOOD & PARTNERS LTD. 


25, SAVILE ROW, LONDON W.1 REGENT 7080 (16 LINES) 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 


DISPLAY DESIGNER 


required Central London 


for point-of-sales material; window 
displays and exhibition stands 
Packaging experience an advantage 
Applicants must be capable of 
producing own colour visuals and 
selling to clients An extensive 
knowledge of the trade and the 
buying of firished products at 
competitive prices are essential 
qualifications Write fully, in 
confidence, age, career to date and 
salary required, to 


Box 6271 
Advertiser's Weekly 180 Fleet St EC4 


CONTACT DIRECTOR'S SECREIARY 
required by Young & Rubicam [td 
phone Personne! Manager —HYDe Park 


6557 
WANTED: EDITORIAL ASSISTANT 
for iMustrated =o weekly ~—s architectural 


magazine, to take charge of production 
Experience of layout and editorial work 
essential Literary ability and know- 
ledge of architecture useful. Must be 
reliable, practical and good organiser 
Write, with full details of experience, 
age and salary required 

Box 6299 Ad. Weekly 180 Fleet St BC4 


SENIOR 
APPOINTMENT 


for 
ARTIST- 
VISUALISER 


with free thinking, modern out- 
look. Versatile in any medium 
of expression. Wide variety of 
interesting responsibility awaits 
the right man. 

This job is a plum, offered 
by a successful and expanding 
Advertising Agency. 


Write: Art Director, 
Box 6313 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHERS § (Acrograph, sul 
highly skilled, required by 
West End Studio Excellent: working 
conditions; long-term agreements 
offered. Write stating experience and 
salary required: Technical Artists, 104- 
112 Marylebone Lane, W.1 


life) 
leading 


ADVERTISEMENT REPRESENTATIVE | 


required by leading newspaper house 
Must have good London experience 
Attractive salary and exceptional scope 
for advancement for the right man 
Apply in strictest confidence, giving 
particulars of experience, age and salary 
required to 

Box 6274 Ad. Weekly 180 Fleet Si BO4 


EXPERIENCED 


VISUALISER 


required by London Agency 
Production of original work from 
visuals to clients’ roughs. Sound 
knowledge of typography, good 
design and colour sense State 
age and salary required) Agency 
experience essential 


Box 6310 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED, 3s. per line, 354. per display panel inch. 
classifications, 4s. per line, 45s. per display panel inch. 
covering postage, etc. 
seven insertions MUST BE PREPAID. 
Weekly,”’ 180 Fleet Street, London, E.C.4. 


charge, one line plus 9d. 
advertivements under 


All other 
Minimum, 3 lines. Box No. 
Series rates on application: all 
Address “Advertiser's 
CHAncery 8844 (Ex. 25). 


. APPOINTMENTS VACANT 


Situations Vacant: 


“The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


unless he or she, 


or the employment, 


is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


ment. 


ence essential. 


2 TRAFFIC MEN 


age 23 to 28 required immediately for busy depart- 
To work closely with Account Executives 
and Departmental Managers. 
Must be able to control flow of 
work to meet press dates. 


Traffic Manager, Alfred Bates & Son Ltd., 
130, Fleet Street, E.C.4. 


Production experi- 


Write or phone, 


Phone: CENtral 8831 


LADY ASSISTANT required for Voucher 
Must 
with previous 
Write 
age, experience and salary re- 
John 
Salisbury 


Dept. of Advertising Axency. 
be keen and adaptabic, 
experience of voucher checking 
Stuting 
quired w  Pegsonnel 
Haddon & Co., 
Square, E,C 4. 


Director, 
iud., I 


ARMSTRONG SIDDELEY 
MOTORS 
have vacancies for 
A TECHNICAL WRITER and 
A TECHNICAL ARTIST in the 


Technical Publications Section of their 
Aero Sales Department The work is 
g and licat are invited to 


Reference DL. 1, Personnel Manager, 
Armstrong Siddeley Moters, Coventry 


ASSISTANT 
wanted for 


PRODUCTION 


publicity department 


Manchester area). 


with advertising experience Ihe post 
offers reasonable scope and variety to 
keen man Five-day week and staff 


pension scheme 


to 
Box 6327 Ad. Weekly 180 Fleet St EC4 


MAN 
of 
large textile engineering group (ereater 
Age carly twenties, 


Write, giving details 
of age, experience, and salary required 


ROWNTREE & ©©O., 


LID., have a 
vacancy in the studio of their advertis- 
ing department for an experienced male 
artist, preferably between 25 and 35 
years of axe The work of the studio 
includes a wide range of design and 
finished art for packages, wrappers and 


display material there ts a pension 
scheme and a five-day week is in 
operation. Please apply in first instance 
by letter, giving details of experience 


and career to date, and salary required, 
to Staff Officer (Men), Rowntree & Co., 
Itd., The Cocoa Works, York 


AGENCY LAYOUT MAN 
(OR WOMAN) 
required 


One who can speedily produce slick 
visuals for a variety of accounts. 
WRITE stating age, experience and 
salary required to:— 


STUDIO MANAGER 
Greenlys Ltd., 9, Berkeley Street, W.!. 


LONDON PUBLISHERS SEEK LEI- 
TERER-layout man for Fiction (bound 


books) and monthly magazine Great 
opportunity for man with creative 
ideas. Salary £425 per annum. Phone 
SHE $774 


tions. 


of recent work, to:- 


Export Advertising Service Ltd. 


require another 


COMPETENT TYPOGRAPHER 


with agency experience and ability to produce 
good, practical, working type layouts and adapta- 
This position will carry a good salary, 
with superannuation facilities. 
write in the first instance, stating age and full 
particulars of experience and enclosing specimens 


Applicants should 


22, Old Bond Street, London, W.1. 


} 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


ACCOUNT 
EXECUTIVE 


Experienced and keen young 
Executive required to take con- 
trol of group of accounts at our 
Norwich office. 

A fine city to live in and a fine 
Agency to join. 

Write giving full details of expe- 
rience to 

D. A. Tibbenham, 
WILLSMORE 4 TIBBENHAM 
(Norwich) Ltd., 
London Street, Norwich 


PAYOUT 


EXPERIENCED GENERAL 


and Lettering Artist (female) 
required by North-West London Studio 
Write, Stating age, experience and 
salary required 

Box 6289 Ad. Weekly 180 Fleet St BC4 


ARITISIS 
required who can produce slick layouts 
and finished artwork of most subjects 
in varying techniques (figure work an 
asset but not essential). Write or phone 
to Mr. Gibbs, Maxwell Clarke, Itd.. 
34/35 High Holborn, W.C.1. CHAn- 
cery 4565. 


W. M. de MAJO 


has vacancy for 


GENERAL ARTIST 
DESIGNER 


with distinct flair for 3-dimensional 
design. Must be able to prepare 
colour visuals and accurate working 
drawings for Displays, Exhibition 
and industrial Design. Some know- 
ledge of typography and ex- 
perience with production processes 
in print, plastic, wood and metal 
essential. A permanent interesting 
opening for imaginative, keen and 
industrious man. In first instance 
send specimens, brief details of 
experience, and salary required to 


Mrs. V. M. de Majo 
33 Jubilee Place, London 
$.W.3 


EXPERIENCED SENIOR CLERK, cither 


sex, for Classified Dept. newspaper 
group Typist or Shorthand, Typist 
Initiative plus selective ability appre- 
ciated Progressive appointment, no 
age limit May have to assist display 
side also Summarise — experience, 


indicate salary 
Box 6304 Ad. Weckly, 180 Fleet St EC4 


SOMETHING SPECIAL 


SECRETARY - ASSISTANT 


for two directors of West End Consultancy 
firm. We visualise a woman 25/30 of 
superior education, good address, impeccable 
Shorthand/Typing Quick and accurate 
She will have to work hard, handle 
all sorts of documents (except accounts), 


worker 


carry a lot of responsibility, receive people 
Salary 
according to ability on a progressive scale 
Knowledge of advertising preferably on 
agency side will be helpful. Five day week, 
easy hours, pleasant conditions. 
Box 6309 
Advertiser's Weekly 180 Fleet St EC4 


correctly in person of on ‘phone 


PUBLISHERS 


require Advertisement 
Representative aged 22-25. Some 
experience desirable, although suitabk 
trainee will be considered. Salary and 
commission Write full details and 
wage required to Box 428, Crossiey, 
Salisbury Square House, Fleet Street, 
E.C 4, 


eS = a 
; rr : 
| = ee 
: — 3 | 
; es | | 
| es | 

| i= - 
.. | | 
| , =o 

| | 

| L =) 
| | 
i. i 
—F —— oe 
i+ | CSS 
: | es icine 
4 | ae | _ 
4 es eee | 
/ | ~ 


DECEMBER 31, 1953 


APPOINTMENTS VACANT 


IDEAS MAN 
WANTED 


to work on wide variety of 
accounts in busy creative group of 
well-known Agency. Applicants 
must have previous Agency experi- 
ence and be capable of producing 
slick roughs; finished layouts not 
essential. Ability to write sound 
copy an asset. Attractive prospects 
for the right man. Write, giving 
details of experience, age and 
salary required to 


Box 6335 
Advertiser's Weekly 180 Fleet St EC4 


SHORTHAND TYPIST wanted by weekly 
Publication. State experience and salary 
Box 6320 Ad. Weekly 180 Fleet St EC4 

1HERE IS A VACANCY 


layout man in the 


for a young 
London Branch of 


the C.W.S. Publicity Department. The 
position is permanent and pensionable. 
Write oor telephone for — interview: 
CWS. Publicity Department, 99 Leman 
Street, E.1.  Tel.: ROYVal 7221, Ext 
2444 

LETTERING ARTIST. First-class, re- 
quired. Good wares. Also good junior 


with experience 
appormiment 


Phone HOL 7050 for 


AN EXCEPTIONAL OPPORTUNITY 
eccurs mm @ nationally known company 
for 4 young man, 23-26, to train in 
Publicity and Public Relations Appli- 
cants should give a summary of educa- 
tion and carcer to date and state why 
they are particularly fitted for respon- 
sibility of this nature 
Box 6317 Ad. Weekly 180 Fleet St BC4 


PRINTERS’ REPRESENTATIVE REQUIRED 

Well known London House have vacancy for 
Representative with Letterpress connection 
Small colour work, Lino setting and magazine 
machining especially In addition lithographic 
work of all kinds can be undertaken Salary 
and commission. After satisfactory tral period 
the position is pensionable. Apply in con 

fidence to Managing Director 
Box 6318 Advertiser's Weekly 180 Fleet St EC4 


FAST COAST ENGINEERING 
requires Advertising Manager with 
sound knowledge electrical and veneral 
engineering advertising. Ability to write 
well and work with Agents essential 
Salary £750 for suitable man Appli- 
cations in complete confidence tw 
A T.A Advertising, Ltd., 141 New 
Bond Street, London, W.1 

KEEN YOUNG SPACE SALESMAN 
required by new monthly magazine 
Commencing salary £7 Excellent: pros- 
pects Full particulars of age, ex- 
perience, tc 
Box 6331 Ad 

NATIONAL 


FIRM 


to 
Weekly 180 Fleet St EC4 
WOMAN'S MAGAZINE 
has vacancy for a WOMAN ARTISI 
with experience in visualising fashion 
and beauty layouts and ability to over- 
see photographic sitting Write, stating 
ave and experience, to 
Box 6315 Ad. Weekly 180 Fleet St EC4 


| 


iii 


APPOINTMENTS VACANT 


First and foremost, he's a copy-ideas 
man with sound agency ¢xperience 
behind him. He writes crisply and 
cleverly around his own ideas as 
well as other people’s—and he 
backs up his work with reasonably 
intelligible scats. 

Secondly, he’s a good administrator, 
able and willing to see beyond his 
typewriter and make a practical 
contribution to the detailed handling 
of an important group of accounts. 


WE DONT KNOW WHAT HE'S CALLED 


—but we want him! 


Write, in confidence, to the General Manager, 


Box 6332 
Advertiser's Weekly 180 Fleet St EC4 


Finally, he’s the sort of chap that a 
harassed group chief would not - 
hesitate to trust with occasional 
client contact. He can talk intelli- 
gently on any aspect of an advertising 
campaign—at any level-—because 
he’s done it all before and he knows 
what he's talking about 

How old is he? What salary does 
he command? If you are the man, 
you know the answers and we'd 
like to hear from you 


PRODUCTION ASSISTANT required im- 


mediately Agency experience essential 
Write giving details of age, experience 
and salary required to Arthur S, Dixon 

Ltd., 229 High Holborn, W.C.1 
ADVERTISING MANAGER required, 
previous experience colour scheme lay- 
outs Write in first instance xiving 
avec, experience and salary required 
Indestructible Paint Co., Litd., 6 
Gardens, Curzon Street, 


Chesterficid 
a 


COMMERCIAL ARTIST 


An excellent opportunity has arisen 
in a West End Agency for a capable 
Commercial Artist. Finished artwork 
must be of a high standard It 
will certainly be an advantage if you 
can produce ideas and finished 
layouts. A large variety of accounts, 
both consumer and industrial, giving 
plenty of scope to the man with 
imagination. Details of experience 
and salary required to: 


E. ALLEN COOPER & CO. LTD. 
24 CONDUIT STREET, W.1 


| COPY DETAIL man required immediately 


for old established but small London 
Agency. Careful attention to detail in 
a variety of work absolutely essential. 


Good salary for the right man. Write 
fully, stating experience, age, ¢tc 
Replies treated in strictest confidence 


Box 6334 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED PRODUCTION CLERK 


required for Daily, printed in London, 
ability to prepare layouts for press 
essential Excellent prospects for reli- 
able man 


Box 6303 Ad. Weekly 180 Fleet St EC4 


PERMANENT POSITIONS 


exist in Publicity Department of a large technical 
publishing organisation for visualisers capable of 
producing effective answers to many specialised 
Should be creative thinkers and 


sales problems. 
good typographers. 


Full details of experience, age and salary 


required to 


Box 6319 Ad Weekly 180 Fleet St EC4 


EXPERIENCED 


INCORPORATED 


ADVERTISEMENT 


YOUNG tYPo- 
GRAPHER required, capable of casting 
off general press advertising and printed 
literature and able t create adaptations 
from original layouts. Full details, age, 


experience, and salary required to 
Studio =Manager, Smee's Advertising 
td, 3/5 Duke Street, Manchester 
Square, W.1, 


ADVERTISEMENT REPRESENTATIVE 


required, to call on leading agents and 
advertisers, for well known, long estab- 
lished family weekly Write in con- 
fidence giving full details of experience 


to 
Hox 6333 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


ART DIRECTOR 
ACCOUNT EXECUTIVE 


with ideas desires change. Wide experience 
most forms advertising and commercial art, 
layout, etc. Wide knowledge printing and 
reproduction, direct mail. Loyal, co operative, 
hard working, versatile 
CAPITAL TO INVEST 
it desivable in return for interest in small 
agency with ideals. Central London preferred 


Box 6330 
Advertiser's Weekly 180 Fleet St EC4 


SECRETARIAL AND OFFICE, STAFF. 


candidates for 
Consult Embassy Bureau, 
House, Whitcomb Street, 
WhHlichall £924 

SECRETARY/ 
ACCOUNTANT (24), public school, 
presently acoountamt with £500,000 
newspaper company, secks change offer- 
ing above average prospects with 
London Agency, National or Provincial 
publishers, excellent appearance, per- 
sonality. Minimum £750 

Box 6312 Ad. Weekly 180 Pleet St BO4 


We introduce § efficient 
all vacancies 
Excel 
wc. 


DESIGNER AND TYPOGRAPHER, 
MS1LA., is interested in obtaining 
part-time position in a progressive 


organisation 


Box 6322 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN seeks position in Advert- 


ising Department 
years’ experience 


or Agency Seven 
all with agencies 
Production, creative and liaison from 
A to 7 Requires good salary and 
prospects exchanee for experience, 
youth and hard work In of neat 
London preferred 

Box 6129 Ad. Weekly 180 Pleet St BC4 
MANAGFR, 53, 
experienced, secks responsible post with 
publishers. Highest credentials, Salary 
required, £1,200 

Box 6326 Ad. Weekly 180 Pleet St BC4 


ACCOMMODATION 


GOooD 


LIGHT ROOM in Central 
London now available for two Artists 
or a Writer and Artist, suppor given 
to right applicants. Write 

Box 6294 Ad. Weekly 180 Pleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


PROPRIETORS 


Successful Ad Magr. who has opened Fleet 
Street Office offers and 
representation to a small abe of provincial 
Of Overseas Newspapers or magazines The 
advertiser would welcome confidential 
— with publishers who feel they 
should carry a greater volume of London: 
placed business and who dese representation 
in London. Apply 


Box 6300 
Advertiser's Weekly 180 Fleet St EC4 


ORIGINAL 


FASHION DRAWING. 


START THE NEW YEAR 


PRINTING. 


PUBLISHERS of monthly periodical 


(current circulation 24,000 Home and 
Overseas) seck exclusive Advertising 
Agents. Write 


Box 6324 Ad. Weekly 180 Fleet St BOS 


A PUBLISHING HOUSE is prepared to 


offer £5,000/£10,000 for the outright 
purchase of, or controlling interest in 
a financially sound and well-established 
Irade Journal 


Box 6325 Ad. Weekly 180 Fleet St BO4 


FREE LANCE SERVICES 


LAYOUT ARTIST (Ex. Pig.), 


specialises 
in — and brochures, seeks com- 
missic 


Box 6100 Ad. Weekly 180 Fleet St BC4 


FOR HUMOROUS DRAWINGS -with 


Don 61 


Tel.: 


clever ideas—contact 
Green Ridge, Brighton. 


Gold, 
58749. 


LETTERING, Technical Mlustrations, Still 


Life, 
a. © 


in line, wash, scraper-board 
Jesty, Beaminster, Dorset 
IDEAS and persuasive 
polished copy on economic free lance 
Also roughs if wanted. 

Box 6328 Ad. Weekly 180 Fleet St BC4 
Female and 
children, in fine, wash and colour for 
illustrating catalogues, brochures and 
press publicity.-Colophon Ltd, 41 
London Road, Leicester Tel; 58258 
2 lines). 


PRINTERS 


PRINTER REQUIRED for serics Street 


and = Private Resident Directories, 
between 150/500 pages Demy-Octavo, 
1,000/3,000 copies. 

Box 6305 Ad. Weekly 180 Fleet St BO4 
WELL by 
sending your enquiries to The West 
Yorkshire Printing Co., Lid., Wakefield 
(Tel 3438/9), ofr wo 
Representative, H, 
Bar 8103) High quality 
and letterpress printing 
Well equipped firm (0 
miles N. London) solicits enquiries for 
high class colour, brochure of journal 
production. Absolute faith assured 
Box 6202 Ad. Weekly 180 Fleet St BC4 


offset lithe 


COURSES 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON 
DENCE SCHOOLS offer comprehen 
sive and uptodate Home Study 
Courses and Tuition in preparation 
for the above examinations These 
Courses have been prepared by ea- 
perienced and successful advertising 
men 

Year after year 1.C.S. Soudents figure 
prominently in the lists of passes and 
with our help many advertising men 
and women have become Associates 
of the LELP.A. or A.A. diploma 
holders. 

All our candidsies are coached until 
successful without extra charge 

We also give specialived training in 
COMMERCIAL ART POSTER 
DESIGN, LETTERING and SIGN 
WRITING. 

Write to-day for free book containing 
full information about our excellent 
instruction service. 


Dept. 28, INTERNATIONAL 
CORRESPONDENCE SCHOOLS, 


international Buildings, Kingsway,W.C.2 


oH 
J 
Sa 


IN ALL DIRECTIONS. 


The brilliant blue box with Regent Corsetry written 
all over it is going to show up on the shelves, attract 
the shop assistant and interest the customer. Once 
more a Sanderson signature paper will have done what 
was intended — increase sales for a very small outlay. 
This is good publicity, this personalised box paper 
method, Your name and your product are linked in an 
agreeable pattern which can be read and noted from 
all directions. 


Your boxmaker knows the details 


ask him about it. 


SANDERSON 


S tgnatu ve Pa pero 


, BERNERS’ STREET, LONDON, Wil 
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TRAVEL AGENCIES’ 1954 CAMPAIGNS 


(continued from page 707) 


The print order was 800,000. 
As announced a few months ago 
the J. Walter Thompson Co., Ltd., 
are now handling Poly publicity. 

Press advertising by Thos. 
Cook & Son, Ltd., will be on 
similar lines to last year with 
bulk of the’ expendit@re § in 
January. Holidays abroad will 
be feaured in half-pages in 
national newspapers while Conti- 
nental coach tours will be 
subject of separate campaign. 

One million copies of a 40- 
page magazine styled brochure 
“Holidaymaking” will be distri- 
buted. Cooks advertising is 


| placed direct. 


A new 45-minute colour film, 
“Your Coach Awaits,” will be 
shown to invited audiences 
throughout the country’ by 
Global Tours Ltd. Film has 
been produced by company’s 
agents, Richard Potts & Partners 
Lid. Full and half-pages will be 
used in national newspapers and 


, “Picture Post.” 


Fourways Travel Ltd. will be 
using national newspapers and 
specialised media. Agents are 
James M. Greenwood Advertis- 


ing Ltd. 


Butlins launched 
campaign immediately after 
Christmas. Colour pages are 
being booked in national maga- 
A 16-sheet poster cam- 


their press 


country. C. J. Lytle (Advertising) 


| Lid. are agents. 


C. P. Wakefield Ltd. have 


_ relinquished the account of the 
| Westminster Touring Association 
| Ltd. and this company’s adver- 


tising will be handled by 


| E. Allan-Cooper & Co., Ltd. 


Campaign plans are being pre- 


_ pared. 


NEW FIRM FOR SIGN 
PAINTING 


New company, More O’Ferrall 
& Pickard Ltd., has been regis- 
tered to carry out sign painting 


| “on a large scale.” It will operate 


under name of More O’Ferral! 
Studios. Chairman is Rory More 
O'Ferrall (managing — director, 
More O'Ferrall Ltd.) and direc- 
tors are D. G. Pickard (director, 
More O’Ferrall Ltd.), C. E, Hob- 
den (principal of Speedway Sign 
Service), T. H. Pearson (of More 
O’Ferrall Ltd.) and L. A, Milo 
(until recently with Solo Signs 
Lid.). 

Company has acquired exten- 
sive modern factory at Acton, 
and will carry out all forms of 
painted displays, including those 
for all More O’Ferrall bulletin 
boards. Capacity of production 
will be in neighbourhood of 
25,000 sq. ft. of painting per 
week. Company will have second 
studio in Manchester. 


In a special to the 
International (1954) Edition of 
Concise Municipal Directory and 
Buyers’ Guide, the Minister of 
State for the Board of Trade, 
the Rt. Hon. D. Heathcoat- 
Amory, has drawn the attention 
of U.K. businessmen, anxious 
to sell to local authorities over- 
seas, to the many pages of classi- 
fied information contained in the 
directory. 


Hyde & Partners Ltd. ap- 
pointed agents for Schenkers 
Litd., Crow & Co. (London), Ltd., 
European & General Express 
Co., Ltd., Frankfurt International 
Fair, John Line & Sons Ltd. 
(Paint). 


‘DAILY SKETCH’ PLANS 
FOR NEW YEAR 


“Daily Sketch” begins big new 
s of features during new 
year with week of Royal Tour 
pictures and four-page supple- 
ment on Monday. Other features: 
campaign for fair deal for rail- 
waymen; series women's 
interest articles by Lady Barnett; 
£1,000 contest on strip cartoon 
preferences for which extra entry 
tokens will appear in many 
papers throughout country. Other 
big features planned for year. 


South-Westera Gas Board to 
spend about £19,000 on press 
advertising in coming year. Likely 
to spend more in following 12 
months. In 1952-53 only £7,000 
was spent, mainly on prestige 
advertising. Entire appropria- 
tion now to go on promotional 
advertising. 


Claude A. Luty, production 
group leader, London Press 
Exchange, died suddenly on Box- 


ing Day, aged 59. He joined 
L.P.E. in 1945. 


“A well-known publishing 
firm” is involved in negotiations 
for the purchase of Creative 
Journals (Industrial) Ltd., which 
is at present in the hands of a 
liquidator. A spokesman for 
Alfred Laban, Son & Co., char- 
tered accountants, told “Adver- 
tiser’s Weekly” that negotiations 
would almost certainly be com- 
pleted to-morrow (Friday), 


Andrew Milne will be quiz 
master and Hubert Oughton 
judge when Publicity Club of 
London stage annual quiz night 
at Waldorf Hotel, Monday. 
Teams from Regent Advertising 
Club, Berks and Bucks Pubiicity 
Club, and Society of A.A. 
Diploma Holders will compete 
against London Club's team. 


(Phone: Chancery 8844.) 


Printed in England by Keliher. Hiidson & Kearns Ttd., 15-17 Hatfields, London, S.E.1 
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